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All of us should con- 
serve and protect the TOOLS we’ 
own. We should use them only on jobs 
for which they are designed. They should be 


lubricated and kept in repair. The tools we now 
have are valuable assets and may have to 
last for the duration. Use them wisely. 


THE IRWIN AUGER BIT COMPANY 
Wilmington, Ohio. U. S. A 


SANG 
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For more than ninety years, Wooster has 
subscribed to the highest standards for 
Quality brushes. Even though periods 
of depression and war have presented 
problems, this ideal has never been lost 
sight of. Today we are going through 
another such ordeal. America is having 
her rendezvous with destiny. Naturally, 
we are conforming to war requirements-- 
but, when this war is over, you can be 
certain that we will again give you a brush 
of the same high quality which has made 
Wooster Brushes internationally famous. 
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THE WOOSTER BRUSH CO. © WOOSTER, OHIO 
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3 MEN ON A 
BALANCE SHEET 








The Yale Moving Men Save You 
Selling-Time and Sales Costs 
It costs you less time and money to sell top-quality YALE locks, 


door closers and builders hardware...when you put these three 
big sales movers to work in your store: ° 


moe V7 A L a 1. The Name Yale. No. 1 in locks, it has earned the steady 
confidence of millions of Americans. Display YALE products! 

They are their own best salesmen. 
PUTS 3 STRONG SALES MOVERS 2. Yale Quality. Top-quality products, modern in design and 
IN YOUR BUSINESS finish, mean more profitable sales and good repeat business. 


Talk Yale selling points! 

3. Yale Promotién. Successful, consistent advertising, in such 
magazines as the SATURDAY EVENING POST, creates continu- 
ous demand for,Yale quality products and a the name 
YALE working for you. Use YALE window cards! 


THE NAME YALE HELPS MAKE THE SALE 








THE YALE & TOWNE Stimrono. conw.u- sa. 
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@ Above we reproduce our 1941 advertising directed to 
your attention. It explained how you could make your 
bolt stock one of the steadiest sources of real profit in 
your store. We called to your attention what Lamson & 
Sessions had done to make this possible. 


Today, with the war demands upon production facilities 
curtailing many products “for the duration,” you will 
have to rely more than ever upon the common-place 


ty 


staples, the “sugar and salt” of your stock, to produce a 


living for you and your employees. Today more than ever 


before you can make your bolt and nut stock a steady builder 
of sales for many good reasons. Let us consider them. 


First, your neighborhood and community must follow 
the common-sense appeal of the Government—“keep 
what you have in repair.” Whether it is a garage door, a 
washing machine, a toy wagon, an electric toaster, a lawn- 


mower or an automobile—it may have to last until the war 
is over. Since virtually everything that is manufactured is 
put together with bolts and nuts, it is obvious that your 
bolt stock will have many customers. 
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Second, the small shops and factories are compelled to 
buy where they can, for maintenance and repair purposes, 
and many may rely upon your stocks for their needs now 


more than ever before. 


Third, your Lamson stock of bolts and nuts is manufac- 
tured to highest standards of accuracy and strength. In 
every instance where they replace original bolts, they 
are equal to the original product in every way. 


Fourth, if you have a Lamson Speedmerchant in your store, 
you will find that it takes care of the largest bulk of your 
bolt sales for the present because its stock consists of 
those items which represent 67% of all bolt sales through 
hardware and “5-and-10” stores. 


Fifth, your regular shelf stock of Lamson cartons and 
packages of bolts and nuts can suggest buying to your 
customers by merely being exposed to their view—pref- 
erably along with displays of builders’ hardware, such 
as butts and hinges, small tools and other repair items. 


For more than 75 years, Lamson & Sessions has served the 
hardware trade—and in that time has met the increasing 
demand for Lamson products with both dependable serv- 
ice and by building up a reputation for highest quality. 
Lamson & Sessions is the manufacturer of the most com- 
plete line of bolt and nut products in the world, but even 
with five large plants in operation, it is difficult to fill your 
jobbers’ orders. The reason? Almost the entire output of 
our five plants must now provide materials for; war indus- 
tries, and the delays experienced in getting new stocks 
may continue “for the duration.” So please have patience. 


Watch for Lamson advertising in 1942. It is going to tell 
you something about certain products you can sell that 
are exclusively Lamson—such as Lamson Lock Nuts and 
Lamson Weather-tight Bolts. Like every item in the 
Lamson Speedmerchant stock, there is a clean profit on 
every one sold over your counter. Even though you may 
not be able to get prompt shipments of some of these 
products from your jobber, you will want to know all 
about them so that when they are more plentiful, you will 
know how and where to sell them. 





Ask your jobber’s salesman for a copy of the Lamson “Ready Reference” List or 
write us for a copy. This handy "visible-indexed” edition of our catalog and 
brice list will be a convenience you will appreciate. 


* BUY U. S. DEFENSE BONDS x 


THE LAMSON & SESSIONS COMPANY « 1971 West 85th Street * Cleveland, Ohio 
Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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LAMSON & SESSIONS 
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THE GREATEST ADVANCE IN BUTT CONSTRUCTION IN 40 YEARS 


- 





No wonder it “Clicks”’ with Builders! 


Talk to any builder . . . he'll tell you that “early 
rising’ pins are a No. | nuisance to home owners, 
and*to himself. And he'll be glad to see Stanley’s 
answer — the positive, non-rising pin that can be 
seated easily, without twisting or turning. No 
ears to line up and force down. It seats with a 
touch of the finger. 

When you get butts from your jobber, be sure 
they are Stanley, with this new type, non-rising 


pin. The Stanley Works, New Britain, Conn. 


April 16th-25th National Hardware Week. 
Take advantage of it for bigger Spring 


business. 


[STANLEY] 


TRADE MARK 








New-type non-Rising Pin 


in STANLEY BUTTS 





HOW IT WORKS 


The pin is grooved to hold a small, split expan- 
sion ring. When the pin is pushed down, this ring 
snaps automatically into a recess in the top knuckle 
of the butt. The expansion pressure is sufficient to 
prevent the pin from “riding up” with any action 
of the door, but does not prevent easy removal 
when desired. 
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this Ayanize Couple 


can help You make Money . 


Typical, these two, of all the life that Kyanize stands for. You and 
your customers will see a lot of them this year . . . in color in the 
nation’s leading magazines; in color in a very beautiful new book 
full of lively ideas; in color on a huge display for Kyanize dealers’ 
windows. Yes sir, here they are, big as life, twice as handsome and 
ready for service any time the life of a surface is threatened. 


Traditionally, Kyanize advertising and promotions are smart, pro- 
gressive and full of life . . . for the current 1942 season these 
activities are ever so much more timely and alert, more closely 
united in a complete program to inject new life into paint sales. 


Weigh the constructive features offered to dealers for merchandis- 
ing Kyanize paint products, compare them with those available 
with any other line and . . . the conclusion is inevitable. 


Kyanize dealers know and others are quick to learn that the life 
of the surface can very well be the life of the paint counter as well. 


Better write for details, if you’re not already in on the deal. 


%& BOSTON VARNISH COMPANY X 


Everett Station, Boston, Mass. 


Ayanize 


PAINTS ¢ VARNISHES « ENAMELS 








Kyonize \s THE L/FE OF THE SURFACE 
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DISPLAY 


Colorful, grip- 
ping. A person- 
ality piece, 34 
ft. high. Bril- 
liantly done in 
full color by 
Robert O. Reid. 










BOOKLET 


Lively, gay, full of ideas, 
every page in color. Sup- 
plied to dealers for the 
service of their customers. 


NATIONAL 5 
ADVERTISING ~/9 


In radiant color and black and white in the 
big magazines: Saturday Evening Post, 
Ladies’ Home Journal, American Home, 
Better Homes & Gardens. 





SELLS PAINT 


Hardware Dealers all over the country report 
amazing success with Sherwin-Williams 


Paint and Color Style Guide... 


“The Style Guide has con- SS 


vinced us that it’s the best sales 
aid ever put out by the paint 





industry.” 


—Bliss S. Cleveland 
Cleveland Hardware 
Austin, Minnesota 





“The Style Guide has done 


' more to promote the sale of 





paint in our store than any 
other promotion idea.” 


YES, IT’S JUST 
COME OUT... 
AND IT’S THE 


—C. H. Heinzerling 
Heinzerling’s Hardware 
Garrett, Indiana 






NR 


“The number of new customers 4 a | | BEST ONE YET! 
attracted to our store by the 
Style Guide has definitely sur- WHAT? ANOTHER 


prised us. What's more, we've 


found nothing like the Guide OF THOSE GOR- ¢ 
for closing sales.” GEOUS COLOR 
—Walter Kangas STYLE GUIDES! 


Remington Stores 
Hibbing, Minnesota 








“Our Style Guides have made 
sales to 90% of the people 
who borrow them. It is a silent 
salesman that really gets re- 





sults at a very low selling cost.” 


—Carl A. Miller 
The Miller-Lynch Co. 
Kendallville, Indiana 





JUST OUT... 


” : another Sherwin-Williams 
We have just ended our most Paint onli Cater Style Galde 


successful year in fifty years, to swell the growing Sherwin- 
: Williams library of Style 


thanks to the Style Guide and dikiast SURE Eins. ais 
the Lending Service.” rooms, new ideas — all in 


Kodachrome color that's 
—Don Hadley more beautiful than ever! 
Schlatter Hardware Co. 
Fort Wayne, Indiana 










































No wonder Sherwin-Williams dealers have such a tremendous jump 
on competition! Wouldn’t you if you could offer your customers the 
most widely publicized, most highly successful paint and color styling 
service in the world? Wouldn't you if you could let your customers 
select their paint color schemes quickly, easily and efficiently from the 
world’s largest and most beautiful collection of full-color home photo- 
graphs? Of course you would! 
A few of the thousands of Style Guide success stories told by 
Sherwin-Williams dealers appear on these pages. Read them. Think 
. them over. And consider that a Sherwin-Williams Franchise 
doesn’t stop with the Sherwin-Williams Paint and Color 
Style Guide . . . it includes the famous Sherwin-Williams 
line of highest quality paints—backed by the world’s larg- 


est manufacturer of paints and varnishes. Get the details 
. .. send the coupon, now! 


SHERWIN-WILLIAMS 
PaINnTS 


“We have lost count of the 

| number of times customers who 

came in for a half pint of paint 

have ordered extensive paint 

jobs after looking through the 
Style Guide.” 

—H. H. Hovey 


Imperial Hardware Co. 
El Centro, California 





“One of the most important 

things about the Style Guide is 

that it works for the dealer the 

year-round and helps flatten 
out seasonal peak sales.” 

—Wm. A. Johnson 

Johnson Hardware & 


Appliance Co. 
St. Louis, Missouri 


“The Style Guide leaves nothing 
to the imagination of our cus- 
tomers. It shows them instantly 
what our paints can do. The 
result is not only more sales but 
bigger unit sales for us.” 

—J. H. Coleman 


Coleman Hardware 
Kelso, Washington 


SEND THIS 
COUPON TopDay! 


The Sherwin-Williams Co. 
Dept. HA3, 101 Prospect Avenue, N. W. 
Cleveland, Ohio 


Gentlemen: 


That Sherwin-Williams Franchise looks good 
to me. Tell me more about it. But, remember, 
this places me under no obligation! 
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. SELL PENNVERNON ———-~ | me 

“WINDOW GLASS” : 

.. . NOT JUST WIND | 

' Ac 

| are varying degrees of quality in window glass, as in almost yor 

everything else. That’s why the name “Pennvernon” has come to mean Tr 
so much. It stands for uniformly high quality in window glass. It assures 
a freedom from distorting defects rare in sheet glass making. It identifies 
a glass that gives good vision, that is bright and reflective of surface on 
both sides of the sheet. And it marks a glass which is nationally known 

and nationally available through our many branches and thousands ¥ \ 
of dealers. Pittsburgh Plate Glass Company, Grant Bldg., Pittsburgh, Pa. 










ENNVERNON WINDOW GLASS 
PITTSBURGH PLATE GLASS COMPANY 


PITTSBURGH stands for Zualiiy Glass and tid 
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All designs patented 
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LINE OF 
POWER 





LINE|OF FORCE 








True TEMPERS 





G Aces 


@ The Super Dynamic Nail Hammer— 
the Tommy Axe—the Tomahawk—the 
Dynamic Hatchet—these 4 Aces are in- 
stant in appeal to lovers of fine tools 
everywhere. Forged from finest steel 
by True Temper craftsmen—finished 
in satin smooth, rustless black—select 
all white hickory handles. 


One size—one finish—one price— 
means small stocks—fast turnover—no 
dead merchandise. 


Stock the 4 True Temper Dynamic 
Aces now. Your jobber can supply 
you. Produced only by the Makers of 
True Temper Products, Cleveland, O. 












The Ace of 







The Ace of Heavy Hatchets 

Hatchets— —for chopping, 

perfect balance driving, pulling 
Trve Temper Trve Temper ' 
Dynamic Tommy Axe , 






$1.75 each $2.00 each \ 


TRUE TEMPER SE ies 


ProoucrTs 


FORKS + RAKES - HOES + SHOVELS - AXES - HATCHETS - HAMMERS 
SCYTHES - FISHING RODS AND BAITS + GOLF SHAFTS 

























The Ace of 
Hammers 
True Temper 
Super 
Dynamic 
$1.50 each 
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:) The Makers of True Temper Products 


Please send me display material on 
True Temper's 4 Aces, 


My Name 









Firm Name 









Street & No 








City 









Jobber usually bought from: 








Tomorrows 
Design and Value 


tH 


Today’s Product 


The 1942 line of True Temper Electro Hardened 
Shears is complete. It covers every price range. It is 
compact. Jobber and retailer can reduce stockkeeping 





units. Result— faster turnover, fewer markdowns. 


Tough electro hardened blades, forged from finest 
cutlery steel, tempered and sharpened by the finest 
craftsmen in the small tool industry, combined with 
‘ the sleek, colorful streamline handles, produce the 
ultimate in cutting quality and eye value. 

Properly displayed, True Temper Shears invite and 
almost demand that the customer, who appreciates 
fine tools, pick them up and ¢ry them. The fee/ of the 
handle—the balance of the tool—and the sing of the 
perfectly tempered blades, tell him the shears are 
True Temper and the sale is made. 


Over 15,000,000 advertisements per issue in lead- 
ing magazines tell consumers of the leadership and 
value of True Temper products. Known values bring 
customers to your store to buy. Satisfied customers tell 
their friends. Prepare now to meet the growing de- 
mand for True Temper products. 





For additional information, write the Makers of 
TRUE TEMPER PRODUCTS, Cleveland, Ohio. 


‘ 


No. F219 ef No. F619 
True Temper 1 /s True Temper 
Pruning Shears Grass Shears 


No. F917 
True Temper 
Pruning Shears 





The Makers of True Temper Products, 1951 Keith Building, Cleveland, Ohic 


penal Gentlemen: 
Please send me complete information on the new line of True Temper Electr¢” 
E M PP 3 be Hardened Shears for 1942. 


My name 


ProoucrTs se 


Street & No. 








FORKS + RAKES + HOES + SHOVELS + AXES + HATCHETS » HAMMERS 


City 


SCYTHES + FISHING RODS AND BAITS - GOLF SHAFTS lt ait ts 
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Alligator says “HELP KEEP THE 


FOUR SIZES IN 
ECONOMY 
DISPLAY UNIT 


For quick over-the- 
counter sales use this 
Economy per iey oe 
containing 

15E, 2 of 5 0r, 7 ry SE 
and 2 of 27E. 


No. 410. Economy Dis- 




























CARTONS 
OF ECONOMY 
PACKAGES 


packed 10 of a 
single size can be 
used by the Deal- 
er for refilling the 















Display Unit. 
List : 
Lacing Per Carton Weight Per Belt 

No. of Ten (10) Carton Thickness 
15E $4.75 3.1 lbs. 1/8” to 5/32” 
20E 5.00 4.1 lbs. 5/32” to 3/16” 
25E 6.25 4.9 lbs. 3/16” to 7/32” 
27E 6.65 5.8 lbs. 1/4” to 9/32” 
35E 8.50 8.4 lbs. 9/32” to 5/16” 























Order your Economy Display Unit and Economy 
Cartons from your Jobber immediately for National 
Hardware Week. Every possible attempt is being 
made to maintain Jobber stocks of Alligator but 
the tremendous pressure from industrial users 
means that the r irements of the farm and small 
shop trade must anticipated much farther in 
advance than usual. 
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WHEELS TURNING” 
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Pg een Steel Belt Lacing offers every Hardware 
and Implement Dealer an opportunity to tie up with 
the big present day theme of “keep them flying,” “keep 
them rolling” and “keep them fighting’—Only in this 
case it’s “keep the wheels turning.” 

Every farmer and every small shop where wheels 
must be kept turning represents a potential customer 
for Alligator Steel Belt Lacing. Food is on the “must” 
priority list and since every farmer has belts that must 
be kept laced you can do your part as a dealer by set- 
ting up a little display that will call attention to the im- 
portance of proper lacing in prolonging belt life. 

The Economy Package that was announced as a fea- 
ture of last year’s National Hardware Open House will 
fit right into your merchandising plans this year. This 
package contains one set of Alligator Steel Belt Lacing 
complete with hinge pins for a 12” belt, which can also 
be broken to length for the narrower belts. These Econ- 
omy Packages are put up in the Economy Display Unit 
shown in the adjoining column. 

Get behind this “Keep the Wheels Turning” campaign 
on Alligator. It will not only produce some profitable 
business but it will help protect the user of belts by call- 
ing ottention to the absolute necessity for keeping belts 
in fi:st class condition. 


FLEXIBLE STEEL LACING CO., 4616 Lexington, Chicago 
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STEEL BELT LACING 




















ICTORY GARDENERS 


GROW BUMPER CROPS WITH 
MYERS HAND SPRAYING EQUIPMENT 


Thousands of gardens will spring up all over the 
country this year. More vegetables must and 
will be raised because it is the patriotic and 
necessary thing to do. Naturally these defense 
gardens must be protected from insects and 
fungus which will create new demands for Myers 


Hand Sprayers. You should be prepared to 





Gomes. AML oe 


Manufacturers of Qarm Onerating Equipment 
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ASHLAND - 


PUMPS - WATER SYSTEMS - SPRAYERS - HAY TOOLS: DOOR HANGERS 


meet these needs. No matter what the nature of 
the crop may be, whether plant, bush or tree, 
there is an efficient, economical Myers Hand 
Sprayer to meet every condition. Orders re- 
ceived will be handled as promptly as possible. 
If you are interested in a share of this business 


we suggest that you write for complete details. 
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Serving the War Effort 


The single criterion by which every business must now stand or fall is: “Does tt 
serve the war effort?” By it, actually, the tool trade is in a fortunate position, 
for the answer to the question here is an unqualified “Yes!”’ 

You serve the war éffort in a thousand and one ways, supplying tools 
and equipment to workmen who depend on you —carpenters, mechan- 
ics, and many others—all actual war workers through their service in 
production and maintenance. You provide the channel between these 
men and sources of supply otherwise out of their reach. You maintain 
stocks so that they can get what they need when they need it. 
Under the new rules, your regular service is not enough. You 
have, in addition, paper work to do. The government has estab- / 
lished the machinery ... it’s up to you to use it. You must / 
pass along to all your suppliers full, authenticated, and frequent / 
reports of your sales to war workers. These reports give you / 
priority status with your suppliers, and give them priority / 
with theirs. It is the only sure, patriotic way you can keep / 
yourself in business. | 
Your .service is too valuable to be lost. Play the game / 
according to the rules. 
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| MILLERS FALLS COMPANY 


Greenfield, Massachusetts 
Manufacturers of Fine Portable Electric Tools, Precision Tools, Hand Tools, and Hack Saws 
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= Pliers and Plier Action 


Tools have opened many a 


production efohnalclalctel # 


THE WM. SCHOLLHORN CO. 


New Haven, Conn. 
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CUSTOMERS 
ARE MINDING 


THEIR IP's AND Qs 
MORE CAREFULLY! 
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These two letters—“P” for PRICE and “Q” for QUALITY 
—move to the top of the alphabet in times like these. 
Before buyers spend, they want definite assurance their dol- 
lars will return goods that will last and give good service 
for a long time to come. Right here is where Union 
Hardware’s firmly established name goes to work for you. 
Customers trust this name—are well aware that the future 
usefulness of chisels, screwdrivers and hack saws marked 
“Union Hardware” is definitely predictable from known 
records of past performance. For 75 years Union Hardware 
tools have been the popular choice of tool users seeking 
quality at a price that means a wise investment. The same 
situation exists today . . . and you can profit by it. Call 
on your jobber for full details. 


The chisels are made of special steel expertly tempered to hold an edge longer 
and to respond to repeated sharpenings. Available in standard blade widths, 
plain or bevel edge, plain or leather tipped hickory handles in the following 
patterns: Socket Firmer, Cabinet, Pocket, Butt and Framer. 


“Champion” Screwdrivers have long been recognized 
for their exceptional strength which results from an 
exclusive construction feature that positively prevents 
the blade from twisting loose in the handle. Offered 
in five styles (Regular, Cabinet, Machinist, Electrician 
and Special) and 25 blade lengths from the 1'” 
Special to 30” Machinist. 


Union Hardware Hack Saw Frames are durably con- 
structed and designed to hold a saw blade at the exact 
tension for best cutting efficiency. Line includes regu- 
lar style grip and pistol grip models, all adjustable 
from 8” to 12”. No. 2165 (below) has heavy steel 
connection with double end adjustment giving maxi- 
mum strength when frame is fully extended. 


HARDWARE COMPANY 
GS OWE Ge FW 


TORRINGTON. CONN. 


NEW YORK OFFICE ,I CHAMBERS 
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TH HOSE AND RUBBER COMPANY. 


CAMBRIDGE, MASS. 
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FOR THE NIGHT SHIFT 


¥%& While you're fast asleep tonight, thousands of 
American workmen will pause for lunch. Many 
of them will open “Thermos” Lunch Kits for a 
healthful meal topped off by piping hot coffee 
or cold milk. 

That’s the theme of another “Thermos” adver- 
tisement in Time (April 6) and The Saturday Eve- 
ning Post (April 25). It tells the story of the vital 
part “Thermos” brand Vacuum Bottles are play- 
ing in the war effort. 

This advertising to your customers protects your 
interests and maintains the prestige and salability 
of “Thermos” brand today . . . and tomorrow. 


THERMOS 


RADE-MARK REG. U. S. PAT. OFF. 


BRAND VACUUM WARE 


THE AMERICAN THERMOS BOTTLE COMPANY, NORWICH, CONNECT 


; Bottle Co.. ttd., Toronto ¢ os L ed, Lo 
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Your Dependable Source 
of “Who Makes It” Data 


WENTY years of experience in answering “Who Makes 
It?” for many thousands of hardware wholesalers and 


retailers has made 


The Merchandise : 
Directory Number 
the “Who Makes It?’’ issue 
of HARDWARE AGE 


now in your hands the most dependable and complete quick- 
aid to your buying problems. Make it work for you. 


This 700-page volume is a thorough-going directory of all 
kinds of merchandise sold in the hardware trade. It is like- 
wise a Combined Catalog of the products of over 560 manu- 
facturers including nearly all of the better-known concerns 
selling in this field. 


The “Who Makes It?” issue—both as a Merchandise 


Directory and as a Combined Catalog is tailor-made for you. 


Make it serve your needs. 





Combined catalog data on 
thousands of products of 
564 leading manufacturers 


(365% pages). 
13,000 in Product Head- 
ings,” ~ References — 


52,000 Listings in All. 


Names and Addresses of more 
than 10,000 Manufacturers 
Along With Their Products. 


748 pages of Concise, Classi- 
fied Hardware Buying Ref- 
erence. 


Listings of Manufacturers’ 
Trade Names and Jobbers’ 
Brands. 


Tables and Charts Which 
Show You: How to Figure 
the Equivalents of “Each” 
and “Dozen” Prices—Net 
Profits—the Selling Price 
of Any Article—Cost of 
Doing Business. How to 
Get a Correct Inventory, 
Glossary of Arms and Am- 
munition Terms. Perpetual 
Price Chart on Nails. Color 
Harmony Chart. Nets of 
Combination Discounts, ete. 


* 
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Paint merchandisers 

: saw the first BPS 
‘. trade-mark on paint 
i- cansin 1891—51 years 
, ago. Since then, mil- 
: : lions of cans have 
:” 4 been sold—represent- 

; ROUTE TO PROFITS ing thousands of 
h Il profit-dollars for BPS 
” exclusive franchise holders. 
This great and continuing record of the 
f BPS plan for promoting paint sales at a profit 
o would fill a book. Briefly... 
“ oO It creates the desire to paint. 
E 2) It aids in color selection. 
. €) It produces store traffic ... more sales... 

more profits. 

— You have only to contact BPS to start on the 


route to more paint profits. Write The Patter- 
son-Sargent Co. for complete details about 
the exclusive franchise. 
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No. 5316—Temprite Window Thermometer— 
Clear black figures against contrasting scale. 
Long-lasting, weather-resistant. One-piece 
bracket, easy to mount and adjust to correct 
reading angle. 814" overall. Each in box. $1.10* 
each. 
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No. 5140—Taylor Comfortmeter—Durable, at- 
tractive thermometer with Permacolor tube and 
magnifying lens, covering outdoor tempera- 
ture. Hexagonally-shaped scale, ivory-finished, 
is mounted on molded wood back finished in 
maroon. Each in box. $0.55* each. 


Prices subject to change without notice. 





HERE she is on the threshold of 
T your store—about to enter. Pre- 
cisely at that moment she stops being 
‘just a lady.” Suddenly she becomes 
the manager—the purchasing agent 
—of a small but highly important 
business. Her sharpened wits are 
tuned to bargains, her long experience 
is keyed to recognize sound values. 

Long ago—almost 100 years back 
—American women recognized in 
Taylor Instruments their sound value 
... that they can be relied upon for 
scientific accuracy. For these instru- 
ments guard the most important 





No. 5936—Taylor Roast Meat Thermometer— 
Helps roast meats right, reduce shrinkage, save 
fuel. Costly guesswork unnecessary. Various 
degrees for different meats indicated on ivory- 
color scale. Long-lasting. 734” overall. Each in 
box, complete with skewer. $1.50* each. 
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No. 2280F—Taylor Fisherman’s Barometer — 
Tells when they’ re most likely to bite and when 
they probably won’t. Amazingly accurate fore- 
caster of angler’s luck. Used all over the coun- 
try with marked success. 234” dial, 314” diam- 
eter. In handy snap-cover case. $6.00* each. 





CONSERVE 
BFLEL 


*Prices slightly higher west of the Rockies and 


ge 





thing in the world: vital health and 
happiness in the family. 

Taylor’s reputation for scientific 
accuracy is deeply ingrained in the 
minds of American women. Like all 
experienced “purchasing agents,” 
women stay sold on a product they 
can trust. If the demands of wartime 
production should temporarily slow 
deliveries of Taylor Instruments, the 
famous name will not be forgotten. 
Women are smart purchasing agents— 
too smart to forget the name, Taylor. 
Taylor Instrument Companies, Roch- 
ester, N, Y., and Toronto, Canada. 
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No. 2068C—Taylor Auto-Altimeter—Tclls how 
high the hills are, how low the valleys. Easily 
attached to any car. Ranged to 5,000 ft. in 100- 
ft. divisions. Each in box. $6.00* each. Also No. 
2068D, to 10,000 ft.—$7.50* and No. 2068F, 
to 15,000 ft.—$9.00*. 





No. 5908—Taylor Candy and Jelly Thermometer 
—Binoc tubing makesit easier to read. Scale re- 
sistant to fruit acids. Takes the guesswork out 
of candy making. Long-lasting, easy to keep 
clean. 1134” overall. Each in box with instruc- 
tions, recipes. $2.25* each. 
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the New DAISY > v0 
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1. MILITARY STYLE 
GUN SLING (For carrying 
Defender, steadier aiming) 
2. DOUBLE ADJUSTABLE REAR 
SIGHT (For Windage . . . left and 
right—for Elevation...up or down) ™& 
3. AUTOMATIC BOLT ACTION ~ 
SAFETY (Cocking puts Safety Bolt on) 
4. FULL-LENGTH FORE-END ARMY STYLE 
5. LIGHTNING-LOADER INVENTION (Load 
1000-shot in 20 seconds) 6. WALNUT FINISH OVAL Ss * 

STOCK 7. Genuine Daisy Quality from Muzzle to Butt a +/o ne 


\ << 
CVA Me Uae me )6= a BEAUTIFUL 
[” CARTON 
f - —— 






No. 111 Red Ryder Carbine is the largest selling \ 
air rifle in 56 years of Daisy leadership. Daisy wy for Daisy’s New 
national advertising in 1942 will continue to : F R E E 

hammer hard on this sensational selling Carbine. mie, Se . D S p LAY S 


—address your 


NO. 25 DAISY PUMP GUN jobber or write 
retails in the U. S.A. at only $5.00 us direct 











NO. 108 LIGHTNING 
LOADER CARBINE 


retails in U.S.A. . . $2.50 









NEW YORK SALES AND DISPLAY OFFICE 
s ROOM 428—FIFTH AVENUE BUILDING 


NG COMPANY, PLY 
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Take Advantage of your Local Floor-Covering Market— 





TIEIN WITH THE BIG GOLD SEAL CONGOLEUM 
PROMOTION of te AMERICANA” RUG! 













‘ 2 a’ 
Sensational “American 


Rug will be featured on 
\ March 22 in th 


Weekly—a Powe 


e American 
rful full- 


e ore 
olor ad reaching ™ 
c 


than 7 million homes! 








A Window Display of the “Americana Rug will start a flow of traffic 


into your store! . . . 


*& Already the “Americana” Rug is a 
sensational success—as a sales-maker 
and a magnet to pull customers into 
a store! And no wonder — for this 
dramatic rug design is actually a pan- 
orama of the Epic of America in 
richly colored pictures! There’s never 
been a rug anything like “Ameri- 
cana” before! 

Fascinating to the public at any 
time, right now its patriotic theme is 
tremendously appealing. Backed by 


CONGOLEUM-NAIRN 
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national advertising in color, it will 
be a big leader all spring. 

You sell women paint, shelf pa- 
per, canisters, toasters and a thou- 
sand other items, so you are in a 
splendid strategic position to cash in 
on the enormous demand for the 
“Americana” Rug and other pattern 
leaders in Gold Seal Congoleum 
Rugs and By-the-Yard —“America’s 
Fastest Selling Floor-Covering”! 

Only a moderate stock is required 
and you can get prompt service from 
nearby distributors Write 
Congoleum-Nairn now! 


INC., KEARNY, N. J. 


PUAUUANTEATES TEAL 


CHECK LIST OF 
ADVANTAGES OF 
HANDLING 


GOLD SEAL CONGOLEUM 


FLOOR-COVERINGS 


1. Established consumer demand. 


2. Backed by the largest full color 
national advertising campaign 
in the floor-covering field. 


3.A balanced line that fits every 
purse. 


4. Every sale brings a real profit. 


5. Large volume and rapid turn- 
over. ou 


6. Little space needed for stock. 


7.Floor-coverings lend them- 
selves to colorful displays. 


8. Moderate stock investment. - 


ASUDGNEATUNUONU LSU OULDADD LALOR SUA NA A N 
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"1 AM YALE PROMOTION... / break the ground 
to start sales moving your way!“ 














“1 AM YALE QUALITY... / put your sales 


‘in shape to move faster {" 
~~ 


















“1AM YALE REPUTATION... / give that extta 
sales push that clinches the sale!“ 





PUTS 3 BIG SALES MOVERS 
IN YOUR BUSINESS 





Cash in on Yale Promotion by displaying YALE prod- 
ucts and using YALE window cards reproducing eye- 
catching SATURDAY EVENING POST advertisements! 

Cash in on Yale Quality ... by pointing out the top- 
quality construction features and attractive appearance 
of Yale locks, door-closers and builders’ hardware! 





Cash in on the name YALE... the No. 1 name in 
locks, that people know and trust. Check your stock and 
order from your jobber — today! THE NAME YALE HELPS MAKE THE SALE 





THE YALE & TOWNE Stinrons, conn.u.s.a. 
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There ts NO Shortage 
of MILORGANITE 


crtiliger U 


® Because we have — control 
of our raw material supply .. . from 
source to finished product. . . there 
will be no curtailment in the geedec- 
tion of MILORGANITE FERTILIZER. 


Here is profitable, fast-selling mer 
chandise that is OBTAINABLE in any 
desired quantities . . . available for 
retail distribution in 25-, 50, and 100-Ib. 
sift-proof bags. MILORGANITE is un- 
excelled as an all-around, safe fertil- 
izer either for home or professional 
use (by landscape architects, garden. 
ers, etc.), 





a=sevr* 
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Be prepared to supply your spring 
trade with this excellent lawn and 
garden fertilizer. Free counter dis- 
play. samples, and printed matter 
Packed in 25-, available for your use. Write: 


_b = — THE SEWERAGE COMMISSION 
— _ Dept. H-319 Milwaukee, Wisconsin 


MILORGANITE 


nirrocen NATURAL FERTILIZER 
















31% % 
ABOVE 

AVERAGE “© 
STRENGTH 


Daniel Boone 
Handles are the \ 
strongest hickory \ 
handles made. ‘ 

‘Independent scien- (| 
tific tests by engineers 
in leading universities \ \ 
show that these handles \ \ 
withstand 37% more pres- ae 
sure before fracturing than aN 
the average of all other grades \ 
of hickory tool handles. 

This is the strongest handle 
made—the best value. Your customers ‘ 
will prefer it; your profit on it will \ 
exceed that on several cheap, low priced 
handles. Order from your jobber. \ 





OUR GUARANTEE 
This Handle is made of the best Second 
Growth Hickory in the world. Its Grade 
and Pattern have been approved by Tool 
Makers and Tool Users as being unequalled 


NO BETTER WANDLE CAN BE MADE 





TURNER, DAY & WOOLWORTH HANDLE CO., INC. 
LOUISVILLE, KENTUCKY 


FOR OVER 80 YEARS-WORLD S$ LARGEST HICKORY HANDLE MANUFACTURER 











AMERICAN 


‘Ta nk Float Sales gem. Pe 
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FLOATS \ 


Se ONTHE mr Wicrresy €1(f 


ype and UP/, “11 \\iaes 


WITH INCREASED NEW BUSINESS AND REPLACEMENTS 


WHEN YOU 
STOCK 


AMERICAN Aa 


Plastic 


' TANK 
FLOATS 
+ 


ETTER than copper! Accepted by all leading pottery 
manufacturers. Will not bend or dent out of shape. 
As buoyant as thin-skull copper floats. Corrosion-proof, 
leak-proof. Impervious to salt water, iron, sulphur, etc. 
Lasts indefinitely. Standard threaded spud integral with 
mold—can’t work loose. This one float for all water condi- 
tions means less inventory—quicker turn-over—bigger 
profits. This is the time to act! 
JOBBERS—write at once for sample and prices. 
RETAILERS — order from your wholesaler. 


rr 
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AMERICAN MOLDED PRODUCTS CU. 





1753 N. HONORE ST el ile Velomaias 
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We Bellevue 


IS THE GATHERING PLACE 


of those who do the important things in 
business, social and public life. It may 
be a business meeting, a small dinner, 
a great banquet, an exclusive party, or 
a number of each at the same hour— 
the Bellevue embraces them all in the 
tremendous capacity of its facilities— 
each with an intelligent service that 
leaves nothing to be desired. 


BELLEVUE-STRATFORD 


PHILADELPHIA 
CLAUDE H. BENNETT, General Manager 
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BOLTs: 





NUTS: 







RIVETS: 






SCREWS: 






BICYCLE 
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NAT SAYS ... . 


‘or nuts, bolts, screws, 

a line complete, 

yr eber py our products 

hard to beat. 

Carriage, Machine, Lag, North, 
Plow, Elevator, Step, Stove, Tire. 
Semifinished, Slotted, Castle, 
Cold Punched, Hot Pressed, 
Machine Screw. 

Flat, Oval, Wagon Box, Truss 
Head, Countersunk. 

Wood, Machine, Cap, Sheet 
Metal, Phillips Recessed Head. 
SPOKES, NIPPLES, TACKS, 


NAILS, STAPLES. 


National 
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LET ““NATIONAL” COTTERS 
STAND GUARD FOR YOU 


Regular Square End or Extended Prong Type 


Your customers probably don’t mention brand name in buying 
cotter pins, or any headed or threaded product for that matter. 
For these “hard” lines, they rely on you to supply them with 
quality products—products that will stand up in use. That’s why 
it is to your advantage to carry a line guaranteed to meet specifi- 
cations—a line of products that insures customer satisfaction— 
the “ National” line! 

Typical of National’s quality products is the precision-made line 
of cotter pins. Available in both the regular end and extended 
prong type, they are made in a full range of sizes from 3'3" to 34” 
in diameter, from 14” to any length desired. Carried in stock in 
steel and brass. Made to order in stainless steel and other metals. 

Let National guard your reputation as a supplier of quality 
merchandise—help build repeat business and sales of other mer- 
chandise. Call your National jobber for cotter pins, and all headed 
and threaded product needs. 








The NATIONAL SCREW & MFG. COMPANY 


CLEVELAND, OHIO 




















Dedicated to one purpose « « « 


OU and I—and all of us of the build- 

ing industry have a job to do. Upon 
our ability to do that job depends, in no 
small part, the future security of our 
Democracy. We cannot have bullets and 
battleships—until first, we have houses for 
Defense Workers. So ours no longer is that 
of buying and selling — but one of united 
effort to coordinate the flow of critical 
materials to Defense Housing. 


We, at National Brass, pledge to do our 
part—that of producing rugged, substan- 
tial Builders Hardware. Already we have 
answered the call — the Dexter-Tubular 
Commander Line''—is now in full produc- 
tion. Mechanically — the finest Tubular 
ever built by Dexter, certified with Lifetime 
Warranty. Let us send you Catalog 
and complete information. Write. No 
Obligation. 


National Brass Company, Mfrs., Grand Rapids, Michigan 






GRAND RAPIDS, MICHIGAN. 
y Builders Hardwere 

Cabinet Hardware 

Screen Door Hardware 
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To Increase Your Profits NOW! 


There’s a silver lining to those restrictions which have threatened to curtail your 
business. Profit-gaps can be filled in and a Rental Floor Sanding De- 
partment will do it. 


Get our free bulletin “7700 Retail Stores Can’t Be Wrong!” Now being used 
by hundreds of dealers the country over, it tells... 


(a) How to set up and successfully merchandise a Rental Floor 
Sanding Department. 


(b) How to develop this important market. 
(c) How to make Rental Floor Sanding pay real profits. 


After you've read it we'll also gladly supply you with any or all of the associate 
features illustrated. For your copy of the bulletin, just drop us a postal. 


BEHR-MANNING - TROY.N.Y. 


(DIVISION OF NORTON COMPANY) 


Quality Coated Abrasives Since 1872 
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Bicycles:— 


Ten years ago, in 1932, 
there were only 250,000 bi- 
cycles manufactured in this 
country. Beginning in 1936 
and in each year thereafter, 
more than 1,000,000 bicycles 
have been made and sold an- 
nually. Under war conditions, 
the “Victory Bicycle,” for 
adults only will be made in 
one model for men and one for 
women. Production in 1942 is 
expected to pass the 750,000 
mark with government ap- 
proval. The “Victory Model” 
will cost 40 per cent less than 
previous light weight models. 
It will be devoid of “ginger- 
bread,” and will use no copper 
or nickel. Its tires will be made 
of 90 per cent reclaimed rub- 
ber and will be thinner than 
before. But there will be bi- 
cycles to sell, and bicycles will 
be in great demand because of 
the automobile tire situation. 
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Defense workers, and others 
whose jobs require local travel- 
ing beyond a reasonable walk- 
ing distance, will want bicycles 
because it may not be practical 
for them to use their cars. It 
will pay hardware merchants 
not to neglect their bicycle 
sales opportunity in these times 
and to have available for im- 
mediate delivery a good stock 
of both men and women’s 
“Victory” bikes. 


Installment 
Regulations: — 


During the past three weeks 
there has been reason to be- 
lieve that Regulation W gov- 
erning time payment sales con- 
ditions will be revised, and that 
initial payments might have to 
be more substantial and the 
length of time payments re- 
duced. With this development 
most hardware dealers will 


have no quarrel. Low down 
payments and too long a peri- 
od of payments have repre- 
sented a bad competitive factor 
which dealers have faced in the 
sale of most major appliance 
items. At press time, nothing 
specific is available but it ap- 
pears certain that some changes 
are imminent and should be 
anticipated. It is likely that 
the scope of merchandise lines 
covered in Regulation W will 
be broadenend, but here again 
the hardware trade will likely 
welcome the more stringent 
rules, all of which are impor- 
tant and worthy phases of gov- 
ernment’s efforts to curb infla- 
tion. 

Norte: Since the above com- 
ments were written and set in 
type, the Federal Reserve Board 
has issued more stringent regula- 
tions on installment — buying. 
These new rules are effective 
March 23. Details regarding 
them appear on page 70 in the 
news section of this issue. 
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Credits and 
Collections:— 


Hardware dealers cannot be 
reminded too often to.watch 
their credits and collections 
most carefully, and to keep 
their affairs in as liquid a con- 
dition as possible. Additional 
credits should be scrutinized 
most carefully and no credit 
should be extended on hunches 
nor solely on the desire to 
make sales. Credit should be 
given just as thoughtfully as 
actual cash is paid out. New 
credit customers, not person- 
ally known, should be given 
particular study and only ac- 
cepted when the records avail- 
able indicate a history of 
prompt and full payments. 
Collections on all accounts 
should be constantly inspected 
and not be allowed to lag be- 
yond the time agreed upon. 
This is a good time to be a 
little hard-boiled on the sub- 
ject of credits and collections. 
The honest man who is able to 
pay, and who intends to pay, 
will not be offended by a judi- 
cious follow-up and the other 
kind of customer is not worth 
having, particularly in these 


times of probable early short- 


ages. 


Flags and 
Bunting :— 


War brings an hysteria of 
patriotism and a desire to dis- 
play the American flag. Com- 
munities decorate their public 
squares and principal streets 
with red, white and blue bunt- 
ing. All of this is well intend- 
ed and does a good job of mak- 
ing more Americans think 
about their country and all that 
it stands for in the scheme of 
things. Flags and bunting will 
be bought in huge quantities 
from now on. Hardware deal- 
ers will do their communities 
a service and will make some 
extra profitable sales if they 
investigate their local oppor- 
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tunities for handling such busi- 
ness. If your regular whole- 
saler is not in position to sup- 
ply you with flags and bunting, 
write the HarpwarRE AGE, Edi- 
torial Department, 100 East 
42nd St., New York City, and 
you will be put in touch with 
suppliers who can handle your 
requirements. 


Sellers Market?— 


From a letter received from 
a merchandising student whose 
opinion I value very highly, I 
quote, in part, the following 
observations: 


“There seems to be undue 
complacency among _hard- 
ware dealers in acceptance 
of the theory that they will 
be in a ‘sellers’ market.’ We 
are doing all we can to im- 
press our dealers with the 
fallacy of such a view. An 
unprecedented opportunity 
for profitable merchandis- 
ing activity seems to be pre- 
senting itself in the house- 
hold equipment field in 
rural areas where a large 
proportion of your hard- 
ware store readers are lo- 
cated. Because farmers are 
being urged to increase pro- 
duction of foods, and also be- 
cause of the labor shortage, 
there will be a growing need 
for labor-savihg equipment 
—not only farming imple- 
ments but also household 
equipment. Because of the 
labor shortage, farm house- 
wives are likely to spend 
more time outside their 
kitchens than ever before, 
and therefore, labor-saving 
household equipment will be 
more important than ever 
before. Especially is this 
true with regard to the cook 
stove. Currently, the Gov- 
ernment is recognizing the 
cook stove as an essential 
and so the availability of 
cook stoves is not expected 
to be as acute a problem as 





faced in many other major 
lines. The one modern cook- 
ing fuel that is available to 
all farmers is kerosene, and 
indications are that kerosene 
will be more plentiful than 
ever, because increased pro- 
duction of gasoline for air- 
planes, tanks and_ trucks, 
will also increase stocks of 
kerosene. In the past, many 
farm housewives may have 
regarded the modern oil 
range as a luxury but with 
her time urgently needed to- 
day for other important 
work, she will find cooking 
with a modern oil range not 
only a convenience but also 
a great saver of labor and 
time and therefore a major 
economy. This idea or 
thought, however, needs to 
be sold and it appears to 
us that hardware dealers can 
more profitably engage in 
the active merchandising of 
oil cook stoves than ever be- 
fore. This is just one item 
in a long line of hardware 
store merchandise to which 
could beapplied similarsales 
psychology in these stirring 
times. No matter what the 
item is, the sales will, as al- 
ways, go to the dealer who 
seeks the business in an ag- 
gressive and intelligent man- 
ner and who gives some sell- 
ing thought to the problem. 
The smugness of the ‘sellers’ 
market analysis’ annoys me 
because the urge, with which 
I heartily concur, to buy 
Defense Bonds and Stamps; 
the threat of greatly in- 
creased taxation; the loudly 
proclaimed bad times to 
come heralded’ by the 
prophets of doom, and the 
admitted general uncertain- 
ty do not inspire any reck- 
less urge to buy anything 
and everything. Therefore, 
I challenge the ‘sellers’ mar- 
ket theory’ and maintain 


that some good selling has 
(Continued on page 38) 
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The standard Cape 
Cod set consists of 
two thumb latches, 
two key plates and a 
sturdy mortise lock 
of standard design 
and function. Two of 
the graceful patterns 
are shown above. Os- 
terville on the left, 
Pembroke on the 
right. 
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for the Modern Small House 


... Cape Cod Interior Hardware 


Like a new Easter bonnet, CAPE COD by LOCKWOOD lends 
individuality and distinction to the modern small house! 

. because Cape Cod IS individual! 

. because Cape Cod IS distinctive! 

. because Cape Cod IS authentic designing! 


Why not show your customers how CAPE COD by LOCKWOOD 
will lift their homes out of the “just-like-every-other-house-on-the- 
street” class? 


Lockwood is ready to serve you 
promptly on all priority orders ! 


P-55 for residential or community buildings in defense areas 
P-19 for new defense construction 
P-100 for maintenance of existing plants 


Write us today for detailed infotmation regarding 
priorities . . . and don't forget CAPE COD by 
LOCKWOOD! 


Cape Cod Interior Handle The lasch bolt operates 
Locks — (left) — The latch i by thumb latch from out- 
bolt operates by thumb side, and by knob from 
| inside. Dead bolt oper- 

ates by turn knob from 


inside. 


latch from either side at 
all times. The dead bole 
operates by key from 
either side. 





Cape Cod Interior Handle 
Latches — (right) —These 
operate by thumb latch 
from either side. 


Cape Cod Interior Handle 
Locks, for communicating 
or bathroom doors (right) 





LOCKWOOD HARDWARE MFG. CO. Fitchburg, Mass. 


PATRICIAN 





POLYFLEX 


OQ cy tise ap él 
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MORTISE LOCK 


Division of si ore Lock Company 


BOR- UNIFAST CAPE COD SUPER CLOSER 
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Because HARDWARE AGE believes the tele- 
phone is a more important selling tool than 
it was even a few years ago, it has consulted 
with representatives of the New York Tele- 
phone Company who have worked with 
hardware dealers and other retailers in de- 
veloping plans to build business by tele- 
phone. This experience is summarized in 
this series of three articles. 








Aw | getting my 


share of the customer’s telephone 
business ? 

This is an important question 
for the hardware dealer to ask 
himself these days, for the trend 
is definitely toward more shop- 
ping by telephone. Public ac- 
ceptance of marked and branded 
merchandise has helped this trend, 
and so has customer reliance on 
the trustworthiness of dealers. 
Traffic and parking difficulties, 
even along “Main Street,” are in- 
fluencing customers to a greater 
degree than ever before to place 
their orders by telephone. 

The first step in building busi- 
ness by telephone is to look to the 
way you are now handling the 
telephone business that you get. 
“Word of mouth” advertising—the 
satisfied customer who recom- 
mends you to someone else—is the 
most effective kind of advertising. 
When you take care to make it 
easy and satisfactory for telephone 
customers to buy what they want 
in your store, the word gets 
around. The surest way to place 
your telephone business on a firm 
base from which it can grow is to 
improve your telephone service. 


A Check List of 
Service Points 


This isn’t a difficult task, but it 
does call for attention to small de- 
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tails, and a realization that the 
telephone customer forms his 
opinion of your store and your 
service largely by the way he is 
treated during the telephone inter- 
view. With that in mind, we have 
prepared the following check list 
of telephone service points. Ask 
yourself these questions about the 
service you give to those calling 
your store to buy or to inquire 
about prices, merchandise or 
services. 

Is it easy for customers to find 
my telephone number when they 
wish to call my store? 

Print your telephone number on 
your stationery, bill heads, in- 
voices, and your advertising. 
Include with it an invitation to 





buy by telephone. “Telephone Or- 
ders Promptly Delivered” is 
enough to let customers know you 
welcome telephone business. 

Do I make it easy for custom- 
ers to come into my store by tele- 
phone by providing a sufficient 
number of lines and telephones? 

It may be that customers trying 
to reach your store by telephone 
are being rebuffed by frequent 
“busy” signals. Your local tele- 
phone company can assist you in 
finding out how many calls fail to 
reach you during a given period 
because your telephone line is 
“busy.” It can also help you to 
locate telephones most convenient- 
ly for prompt answering. 

Are my customers given a 





“Print your telephone number on your stationery, 
bill heads, invoices and also in your advertising.” 
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prompt, courteous and complete 
answer when they telephone? 
This is a small point but an im- 
portant one. A gruff and disinter- 
ested “Hullo” or “Yes” can turn 
away business and turn a custom- 
er’s thoughts from buying to actual 
resentment. It’s much better, in 
answering the telephone, to give 


In Three Parts—Part 1 


It isn’t enough to have the tele- 
phone answered by anyone who 
happens to be nearest it. More will 
be said about this point later. 

Do I give the service and carry 
out the promises I offer on the 
telephone? 

Service “behind the order” is 
just as important in building busi- 





“Keep sales reference material near the telephone.so that you will 
not have to keep customers waiting while you get needed information.” 


the store’s name and then your 
own, such as “Murray Hardware, 
this is Mr. Jones,” speaking with 
a pleasant rise in the voice that 
seems to say, “May I help you?” 
This lets the customer know he 
has reached the right store and is 
talking with a responsible clerk. 
Are my telephone customers 
waited on by a courteous and tact- 
ful person who knows the stock 
and the prices and can answer 
their questions fully and helpfully? 
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ness by telephone as it is in build- 
ing counter business. If you find 
you are out of stock on a particu- 
lar item the customer has ordered, 
don’t substitute something “just 
as good” without consulting him 
first. If you can’t meet a delivery 
time, call the customer and tell 
him. 

And finally, does every custom- 
er who telephones my store hear 
an appreciative “Thank you” and 
a pleasant “Goodbye?” 






This is another small but impor- 
tant point. Incidentally, you can 
guard against giving the customer 
the impression that he has been 
dismissed abruptly by waiting to 
hang up your telephone until he 
has replaced his receiver. 


Dealing with Customers 
by Telephone 

It is a good plan, even in a small 
store, for one person to give spe- 
cial attention to the telephone calls 
that come in. Among your tele- 
phone customers and _ inquirers 
there are probably a good many 
who are “experts” in their line. 
They may be carpenters or build- 
ing contractors, hobbyists, paint- 
ers and paperhangers, electricians, 
dairymen, orchardists, gardeners 
or chicken raisers. They want to 
talk with someone who “speaks 
their language.” * Of course, other 
people in the store can help out 
in taking telephone calls, but you 
will serve your customers better if 
you allow one particular person 
to become familiar with the likes 
and dislikes of telephone custom- 
ers and thus establish a firm per- 
sonal relationship between them 
and your store. It goes without 
saying that the petson who deals 
with telephone customers should 
be naturally cooperative and pleas- 
ant and have a voice that is easily 
understood over the telephone. 


The job of the person who an- 
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swers the telephone is courteously 
o help the customer get what he 
vants. Here are several sugges- 
-ions that will help you and your 
people in talking with telephone 
customers: 

Keep sales reference material 
near the telephone so that you will 
not have to keep customers wait- 
ing while you get needed informa- 
tion. This sales reference material 
will consist of catalogs, price lists, 
copies of your own advertising, 
data sheets from manufacturers 
and any other reference material 
you find handy in dealing with 
telephone customers. Of course, 
you should have pencil, order pad 
and scratch paper at the telephone. 

Talk distinctly in an ordinary 
tone of voice with the lips about 
one-half inch from the telephone 


mouthpiece. Speaking with a 


cigar, cigarette or pencil in the 
mouth only makes your words in- 
distinct. 

Don’t interrupt the customer. 
Listen carefully to what he has to 
say. 

Write down the order accurate- 
ly; it is annoying to customers to 
get things they didn’t order and to 
fail to get things they did order. 

Use the customer’s name when 
appropriate, instead of “Sir” or 
“Madam.” This emphasizes to the 
customer that he is not just “a 
voice at the other end of the line.” 

If you have to ask the customer 
to wait on the line, be sure he 
knows the reason you are leaving 
and isn’t just left “dangling” and 
wondering what has happened to 
you. If you are to be gone for 
some time, offer to call him back. 
And when you return to the tele- 


phone, offer a brief apology, such 
as, “I’m sorry to have kept you 
waiting, Mr. Jones.” 

Take care of the call yourself, 
if you possibly can. If it is nec- 
essary to transfer the call to an- 
other telephone, make sure the 
customer understands what you 
are doing. Say, for example, “Mr. 
Smith in the plumbing shop knows 
about that. I'll transfer you to 
him.” 

After you have used the check 
list to measure the quality of your 
service to telephone customers, and 
have taken steps to bolster up any 
weak spots you may have found, 
you are ready to undertake the 
next step in your program to build 
telephone business. This next step 
—getting the most dollars out of 
your telephone business—will be 
discussed in the next article. 


Sells 150 Popular Priced Oil Stoves in a Season 


ORE than 150 popular priced 

oil stoves and almost as many 
ovens are sold by B. Kreiger’s of 
Shelton, Conn., during the season 
which extends practically from 
March to December. Shelton is a 
city of approximately 10,000 popula- 
tion located in the central part of 
the state. 

Oil stoves and ovens are featured 
on platforms located in exceptional- 
ly good traffic spots and the display 
of this merchandise is changed from 
time to time. Ovens are featured at 
certain periods and oil stoves at 
other times while occasionally dis- 
plays are arranged which show both 
items. They are kept continually 
before the customers who visit the 
store. 

Sales results prove that this type 
of merchandising pays. The line is 
promoted in newspaper and direct 
mail advertising and is also featured 
in window displays. 

The popular priced stove that sold 
so well during the recent stove sea- 
son was one priced at $6.50. These 
stoves are quite popular with the 
summer people who have camps in 
the surrounding area. They have two 
burners and are painted white. 

Popular priced ovens also are very 
much in demand. The ovens which 
seemed to satisfy the needs of most 
of the customers sold at $1.29 and 
$1.59 respectively. All were of the 
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one burner type with two wire 
shelves and a glass in the door. Prac- 
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tically every sale of this type of mer- 
chandise was for cash. 
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This platform display of ovens and an oil stove is on one of the main 
cross aisles. It faces the front and every customer is sure to see it. 
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Rifles—Shotguns 


Inventories Must Be Filed 


a. Order 


L-60 issued Feb. 27 by WPB 
provides that no person other than 
a manufacturer shall “sell, lease, 
trade, lend, deliver, ship, or other- 
wise dispose of any new pistol, 
rifle, or shotgun using an explosive 
cartridge to propel a metal bullet 
or metal shot. The order is effec- 
tive at once and dealers are pro- 
hibited from selling or making 
any delivery of the list items, ex- 
cept as expressly permitted by the 
order. 

Exceptions include sales for gov- 
ernment use only to agencies or 
officers of federal, state, and local 
governments, sales to allied gov- 
ernments and Lend-Lease. 

The order provides that any pis- 
tol, rifle, or shotgun actually in 
transit at the time of issuance of 
the order may be delivered to its 
immediate destination. Orders or 
contracts bearing a preference rat- 
ing of A-1-i or higher, which have 
already been received, may be 
filled. The order does not apply 
to any sales or deliveries to or by 
the Defense Supplies Corp. 

All dealers, jobbers, wholesalers 
and distributors, having in their 
possession new pistols, rifles, or 
shotguns of any kind are required 
by the order to file a complete in- 
ventory of such items, stating make 
and model, within 35 days. 

The order does not apply to sec- 
ond-hand weapons . 

The freezing of all weapons is a 
temporary expedient. Immediate 
steps will be taken to determine ex- 
actly what weapons can be used 
for the Army, civilian defense. 
plant protection, police work, and 
other governmental requirements; 
such weapons will then be made 
available to them. Weapons not 
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required by these agencies or pur- 
poses will be released from the 
limitations of this order. 

The order is not intended to im- 


pede the manufacture of weapons 
in any way but is designed to con- 
serve existing supplies for defense 
and essential civilian purposes. 


Hold Sporting Arms Prices 
to Jan. 10 Levels 


Manufacturers of sporting fire- 
arms have been asked by the Office 
of Price Administration to take 
steps to prevent advances in prices 
of rifles and shotguns to levels 


above those in effect Jan. 10, 1942, 
Leon Henderson, OPA administra- 
tor. has announced. 

This request, which follows a re- 
cent War Production Board order 





HOW WE ARE SPENDING 
THE DEFENSE DOLLAR 


NAVAL SHIPS AND PARTS 


PAY, ETC. (ARMED FORCES) @ 


Be DoF 1 


OTHER MUNITIONS 


MERCHANT SHIPS AND PARTS 


cr 


(OTHER DEFENSE AGENCIES) @ 


ad 


STOCKPILES, OTHER EQUIP., ETC. 


POSTS, DEPOTS, FORTIFICATIONS 


COCR COC CE 


AIRPLANES, ENGINES, PARTS, ETC. 


17 CENTS 


13 CENTS 


INDUSTRIAL FACILITIES 11 CENTS 


THIS CHART SHOWS HOW THE 
DEFENSE DOLLAR is being spent. 
it is based upon a proportional 
breakdown of $71,100,000,000 
appropriated and proposed for na- 
tional defense as of November 30, 
1941. This includes $60,000,- 
000,000 voted for defense by Con- 
gress, including $13,000,000,000 
for Lend-Lease purposes, plus com- 
mitments by the Reconstruction 
Finance Corporation and subsidi- 
aries of $4,000,000,000, and addi- 
tional sums totaling $7,100,000,- 
000 requested by the President in 
recent messages to Congress. 














HOUSING @ PAY, SUBSISTENCE, TRAVEL, AND MISC. 


Grant for OEM 
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restricting the sale of 12-gage 
shotguns to certain approved buy- 
ers and curtailing production of 
other models, is contained in a 
letter to members of the sporting 
arms manufacturing industry in 
which Mr. Henderson points out 
that “substantial advances have oc- 
curred recently in the prices of 
guns.” 

Pending further study and the 
formulation of a definite price pro- 
gram, it is important that prices 


be kept from exceeding the Jan. 10 
level, the letter continues. Can- 
cellation of any increases that may 
have carried prices above those in 
effect on that date also is re- 
quested, 

While the letter is directed only 
to manufacturers, Mr. Henderson 
pointed out that there is no ex- 
cuse for retail price advances and 
that the retail level would be close- 
ly watched and further action 
taken if necessary. The OPA’s 


request is meant to apply at retail 
as well as to prices to jobbers, dis- 
tributors, contract accounts, pri- 
vate brand accounts and dealers, 
Mr. Henderson said. 

The letter asks manufacturers 
who contemplate adding new mod- 
els to their lines to submit pro- 
posed pricing schedules to the 
OPA office in Washington for ap- 
proval “well in advance of the 
planned introduction to the trade.” 


Just Among Ourselves 


got to be done all along the 

line.” 

To this I can only add that I 
heartily agree, no matter what 
the particular line of merchan- 
dise may be. 


Quotes Without 
Comment:— 


For the information of our 
readers and without comment 
or implied opinion on the sub- 
ject, we quote the following 
from a recent Retailers’ Ad- 
visory Committee bulletin: 

“There should be no lag- 
ging about going along with 
any order issued by OPA. 

Comply and then negotiate 

for relief. Congress and the 

President have indicated 

their confidence in Mr. Hen- 

derson (Leon Henderson, 

OPA Administrator) and 

his organization. Business 

will have to accept that judg- 
ment.” 
And also the following accred- 
ited to the President: 
“A price control measure 
must fall far short of being 

a democratic instrument if 

it fails to surround the in- 

dividual with safeguards 
against ill-considered or ar- 
bitrary action. This act, 
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(Continued from page 32) 


while granting the admin- 
istrator broad powers, im- 
poses upon him a responsi- 
bility of equal breadth for 
fair play. He must, so far 
as practicable, consult with 
industry members before is- 
suing price regulations, and 
must accompany each such 
regulation by a statement of 
the considerations upon 
which it is based.” 
And the following, again from 
the Committee’s bulletin: 
“Merchants have been 
alarmed by talk about price 
ceilings at the retail level. 
Some such ceilings have 
been set. When goods be- 
come so scarce that compe- 
tition fails to prevent un- 
reasonable prices on a given 
commodity, a ceiling may be 
expected. That is the pur- 
pose of the law. Barring a 
major catastrophe there is 
little reason to worry about 
a sudden imposition of a 
price order on all commod- 
ities at all levels. Mr. Hen- 
derson in his testimony be- 
fore the House and Senate 
committees on banking and 
currency said that he planned 
no such action. He said that 
he believed the economy can 
be held in line merely by 
applying ceilings at all lev- 


els on acutely short items. It 
it our belief that this is the 
active dominating philoso- 
phy of his operations.” 








Cooperative Effort to 
Limit Deliveries 





WE 
in Co-operation 
With the Government 
inan Effort to Conserve the 
Supply of Rubber 


Have This Announcement to Make 
Concerning Our 


Delivery 
Services 


If is the patriotic duty of every American to help conserve the 
present supply of rubber fo co-operate unhesitatingly with the 
government in its effort to do so. Therefore we urge our cus- 
tomers to carry their packages, whenever possib'e, and ask their 
co-operation in our effort to help conserve fre rubber supply. 
Beginning Monday. our delivery service will be put on the follow. 
ing schedule: 


ONE DELIVERY IN TOWN DAILY 


THREE DELIVERIES WEEKLY, 
(Tuesday, Thursday and Saturday), 
IN THE SUBURBS 


Wolff, Kubly & Hirsig 
Hill’s Dry Goods Co. 


Baron Brotners 


Harry S. Manchester, Inc. 














Wolff, Kubly & Hirsig Co., Madison, 
Wis., hardware dealers recently 
combined with three other local re- 
tail firms in a cooperative effort to 
emphasize the necessity of curtail- 
ing delivery service in conserving 
the nation’s supply of rubber and 
tires. The ad, which was 7'4% in wide 
by 12!/2 in. high, tells its own story. 
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Display Unit Stimulates Extra Sales 


A fishing rod 


fixture with 

















a background 
of related 
items helps 
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J.M. Warren & 
Co. make many 


sales instead 























The fixture shows 
fly rods with re- 
lated fly fishing 
equipment behind 
them on a special 
wallboard _back- 
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J. M. WARREN & 


CO., Troy, N. Y., enjoys a profit- 
able fishing tackle business, the 
volume of which continues to in- 
crease each year. One of the rea- 
sons for this is the fact that dis- 
plays of this merchandise are 
developed with the idea of helping 
the customer to buy and the sales- 
men to sell additional related mer- 
chandise. 


One decidedly helpful unit in 
selling related items is the fly rod 
display fixture. Fly rods are fea- 
tured and are shown so that the 
customer can handle the rod. This 
is mighty important in selling the 
real fisherman. The real advan- 
tage of the fixture, however. is that 
it puts other related merchandise 
such as lines, reels, flies, leaders, 
landing nets, and fly boxes before 
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the prospect by displaying them on 
the background of the fixture. 
While the customer is deciding on 
the rod, he is being reminded of 
the many other items needed to 
complete his fishing pleasure. 
Sales of a single item of fishing 
tackle are few in this store. A 


Tables featuring 
many other fish- 
ing items are lo- 
cated near this 
fixture making a 
complete tackle 
department near 
the store front. 


ground where they 
Leteenapd catch the eye. 
Tacs 


GETS THEM 


large part of the credit for this 
must go to this display which so 
nicely suggests and promotes sales 
of extra or related tackle items. 
This fixture has a low base so 
that extra long fly rods can be 
shown. It is approximately 6 ft. 


(Continued *on page 122) 
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HE sporting goods 


The Stambau h -Thom son department of The Stambaugh- 
I 
Thompson Co., Youngstown, Ohio, 


Co. of Yo un gsto wn, Ohio, has grown rapidly and steadily 
de votes 4 00 O sq. ft. to under the direction of W. R. Lentz, 


who has been its manager since 


sportsm en and pro vides 1908. This department has been 


: : completely modernized with the 
Spa ce for fi ttin g team Ss ae tisha display equipment and 
lighting fixtures to continue to 
attract customers to this store. 
More than 4000 sq. ft. of floor 
space on the second floor are given 
over to this department. It was 


veg < designed by M. R. Clark, store 

/ te: architect, in consultation with P. 
& Ny as J. Thompson, president, and J. B. 
i \ Thompson, general manager of the 
" K CA F company. Careful attention was 


conemern Circulate fy eel 
pve. the wide aisles in this 
ment. Merchandise dis- 


©Partmenta] si 


Sports ¢ aracter 


; and 
Silhouettes. 
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given to layout to make it conveni- 
ent for customers as well as easy 
to man for selling. Displays have 
been grouped in such a way that 
each sport has a department of its 
own. A room has been provided 
for the outfitting of teams for all 
sports and a fitting room also has 
been provided. 

All fixtures are of blonde-finished 
oak. These were built in the com- 
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Department Makes Selling Easy 


pany’s own carpenter shop. The 
ceiling is of white Texolite, walls 
are finished flat in light peach 
color, while the wall display back- 
grounds have been made to har- 
monize with the entire room and 
yet give individuality to each dis- 
play. For example, the background 
of the gun and ammunition section 
is finished in knotty pine and the 
luggage section with material of 


he 
















ostrich leather pattern. Other back- 
grounds are blue, green, or yellow 
depending upon the type of mer- 
chandise displayed. The floor is 
covered with marbleized linoleum 
with painted runners and mark- 
ings. 

Twenty-three fluorescent light- 
ing fixtures, each with the two 48- 
in. tubes light the floor area. Wall 
displays are lighted with continu- 
ous fluorescent tubes back of the 
canopies. 






y of luggage 
on the open 
8 wall case. 
The background is finished 
ostrich leath- 
be pattern. The wide aisle 
etween the floor Cases en- 
courages customers to step 
=> the luggage items 
Shown along the wall. 


Now turn to page 42 





















The Stambaugh-Thompson 
Sporting Goods 
Department 


































Display equipment in the fish- 
ing tackle department is de- 
signed so customers will try 
the various rods on display. 
Casting rods are shown on a 
narrow fixture with a sloping 
top. Stock is kept in the base 
of the unit. Fly rods are shown 
on a revolving fixture on a oe 
quarter round platform spot. : 
Other tackle items are dis- 

played in glass top floor cases. 








The background of the archery 
wall case is knotty pine in 
natural finish. Boxes of arrows 
are shown on small shelves on 
either side of the target. Bows 
are arranged on a specially 
designed rack in the center of 
the section. Step-up display 
units greatly improve the dis- 
play of hunting knives and 
telescope gun sights in the 
show cases. 
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ICES } 
oot) ECE | Comfortable fitting facilities 
lo | are provided in the boot and 

; a shoe section of the sport cloth- 
ing department. Note the fea- 
ture display in the wall fixture. 
Displays in this space are 

changed frequently. 
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E. W. HEILMAN, Washington, 
D. C., has been appointed to the staff 
of OPA’s consumers’ durable goods sec- 
tion. For 25 years, Mr. Heilman was 
associated with A. G. Spalding & Bros. 
He has lived in Washington 14 years, 
serving as district manager since 1937. 

7 e 2 

PROCESSORS of Agave wrapping 
twine were notified by telegrams on 
Feb. 24 by WPB that they might process 
during February 100 per cent of their 
average monthly sales in 1941. 

The order (M-84) issued Feb. 20 
provided for only 80 per cent produc- 
tion in February. Since three-fourths 
of the month had already -lapsed, ap- 
plication of the 80 per cent limitation 
would virtually have stopped all Agave 
wrapping twine production for the re- 
mainder of the month. To prevent that, 
the WPB sent telegrams to such proc- 
essors notifying them that they may 
process up to 100 per cent this month. 
The quota for March remains un- 
changed at 70 per ceni, and at 65 per 
cent for every month thereafter. 

x * 


MANUFACTURERS OF SPORT- 
ING FIREARMS have been ordered 
by WPB’s Division of Industry Opera- 
tions to make no further deliveries of 
12-gage shotguns, except to agencies and 
officers of the federal, state and local 
governments, for official use, and to the 
governments of the lend-lease countries. 

Purpose of the order is to make avail- 
able for war plant protection, and other 
local guard duties, an adequate <upply 
of shotguns of this gage. The order 
took effect on Feb. 23 but did not ap 
ply to shipments in transit at that time. 

Another provision of the order pro 
hibits manufacturers from using ma- 
chinery which can be employed to as- 
semble or manufacture 12-gage guns for 
the purpose of turning out shotguns of 
other sizes. 

The order also provided that during 
the period, Feb. 23-28, a manufacturer 
could not produce shotguns of other 
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than 12-gage in quantities greater than 
one-half of his average five-day produc 
tion in 1940. Production of other than 
12-gage shotguns during March. 1942, 
and in subsequent calendar months, is 
also held to 50 per cent of the average 
1940 monthly production. 

xk * 


FROM THE COUNTERS of hard- 
ware merchant: will soon disappear 
the faney glassware, mainly tumblers. 
whose outsides were formerly painted 
red, yellow, green and white in various 
traceried patterns. The cutting off of 
titanium and cadmium for pigment use 
by WPB is responsible. 

x *k * 

A FEW DAYS AGO WPB also 
banned the use of tungsten, vital in the 
manufacture of steel, a. a coloring 
material for rubber, linoleum and paper 
after May 1. The use of tungsten in 
grinding wheels and gages is also pro- 
hibited. 

xk kek 

WITH CRUDE RUBBER RE- 
SERVED for the manufacture of es- 
sential products the WPB_ recently 
made available limited supplies of un- 
vulcanized scrap rubber for use in less 
essential civilian articles. Under pre- 
vious terms of the rubber regulations. 
however, unvulcanized rubber could not 
be utilized for the manufacture of un- 
permitted products. 

zx * 

THE WAY WPB FORCES CON- 
VERSION is exemplified by the vari- 
ous directions to suitable industries to 
cease production. The latest to get the 
stop signal is the domestic mechanical 
refrigerator industry which has been 
ordered to cease production after April 


30. Limited production between Feb. 


15 and April 30 is to go on for the 
purpose of building up a stock pile of 
750,000 units for essential civilian and 
military use which is expected to last 
for two years. Thereafter, it may be 
that WPB will sanction the manufac- 


ture of a standard or “victory” model. 


x *& * 

THE RATE OF REFRIGER- 
ATOR MANUFACTURE, however, 
during the period before shutdown is 
lo triple quotas set for February by the 
previous order, but replacement part 
production is to be undiminished. 

x * 


WHILE THE REFRIGERATOR 
MAKERS have been requested to con- 
fine production as much as pocsible to 
the simpler stripped models, the order 
bans the increase in ratio of deluxe 
models over the number made during 
the six months ended Jan. 31. “Semi- 
deluxe” and “high-humidity” fall in the 
latter category. 

° x & * 

AN INTERPRETATION | issued 
by WPB of the previous refrigerator 
order was to the effect that  refriger- 
ators which were sold, leaed or traded 
before 10 a.m. Feb, 14, but not deliv- 
ered, shipped or transferred until after 
that time are to be included as part of 
the retail sales quota permitted under 
the order. 

x * * 

POSSIBLY PRESSURE FROM 
THE FARM BLOC which has in- 
sisted on the maintenance of parity 
prices for staple commodities in the 
hands of the government hastened the 
stabilization of fertilizer prices by 
OPA. This is the first price schedule 


regulating retail charges. Sales down 
to a minimum of 250 lb. are governed. 
xk * 


THE CEILING ESTABLISHED 
by Temporary Price Regulation No. 1 
forbids the retail sale of mixed ferti- 

(Continued on page 101) 
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The purpose of this club is to 
exchange ideas and information. 
Take part by submitting your 
successful ideas for publication. 


GOOD - salesman 
in a retail hardware store is a de- 
cidedly smart man. He has to be 
practical, receptive, and intelligent. 
If he did not possess these qualities 
he would never be able to obtain 
and retain the varied knowl- 
edge which is necessary to his 
work. It requires several years to 
train a hardware salesman, for 
there is so much to be learned that 
the job is never entirely completed. 
New lines are being added to the 
stock every day and the educa- 
tional process is extended and con- 
tinued, 


General Knowledge 


General knowledge abuut a wide 
variety of things is most important 
in the hardware store. Probably no 
other type of salesman has to know 
so much about so many things. 
The good salesman must know 
about the various tools and ma- 
chinery used on the farm. He must 
be of a mechanical mind in order 
to assist customers in working out 
ways to repair or construct things. 
A working knowledge of manu- 
facturing processes and items used 
in the shops is also very helpful. 
especially in industrial communi- 
ties. In addition, the salesman 
must have a large store of miscel- 
laneous knowledge always avail- 


able to customers. 


Knowledge of Merchandise 


Knowledge of merchandise in 
the store is one of the most impor- 
tant kinds of information. The 
salesman must know what the mer- 











chandise will do 
for the customer. 
how it does it 
and how long it 
will do it. 
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Knowledge—A Requisite of the Retail Salesman 


Knowledge of this: type simply 
cannot be assimilated and mas- 
tered in a day. Nor is it easy to 
develop an effective plan of pre- 
senting information about so many 
products. Salesmen may know all 
there is to know about merchan- 
dise but unless this information is 
presented properly the desired re- 
sult—making the sale—will not be 
forthcoming. 

Knowledge of people, how they 
act and react, and particularly 
how individuals in your commu- 
nity respond, is quite a study in 
itself. This can be extremely im- 
portant in many sections of this 
country. 


Young salespersons in hardware 
stores realize the extent of their 
job. It is important work—a 
field that offers unlimited oppor- 
tunities to serve and one in which 
constant study is essential. A good 
salesman cannot rest on_ his 
laurels. New ideas, new selling 
techniques and new facts about 
merchandise must be mastered 
through constant application and 
study. Just as old sheets are torn 
from a catalog and new sheets 
added to keep it at its peak of 
usefulness, so must the good sales- 
man revise his facts and knowl- 
edge if he is to remain a good 
salesman. 








Winners of the 
February Idea Contest 


The editors of HARDWARE AGE, acting as judges, have 
selected the following first, second, and third prize winners 
of the February Idea Contest which called for answers to 


the following 


“In your opinion, how often should hardware 
show windows be changed? Give several 
reasons for your views.” 


FIRST PRIZE—$5.00 
Won by 
MARTIN OLSEN 
Warner Hardware Co., 
Minneapolis, Minn. 

“My definite answer is once a 
week—and more definite yet, it 
should be done just previous to the 
big Saturday business. Windows 
should be changed on Thursday or 
Friday. They should be changed 
the same day every week, religiously. 

“In big cities the flow of traffic is 
composed mostly of persons whose 
daily work takes them by your store 
morning and night. The downtown 
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shoppers also pass the store many 
times a week. Therefore, these cus- 
tomers see enough of the merchan- 
dise and the display during one 
week. 

“In smaller towns, it is somewhat 
the same with the addition of the 
Saturday country trade. These deal- 
ers should be just as progressive. 

“Every hardware store has enough 
new and different merchandise to 
make 52 window changes and more 
a year. The windows certainly can 
stand a cleaning inside and outside, 
at least once a week.” 


x~ * * 


SECOND PRIZE—$3.00 
Won by 
MILDRED SACKS 
Ronald Hardware Co., 
Springfield, Ohio 

“We believe that small neighbor- 
hood store windows should be 
changed once a week, preferably at 
the end of the week in order to draw 
the neighborhood ‘Sunday. walkers’ 
back to a new display each week. 

“Windows are the eyes of the 
store and as the human eye reflects 
all emotions, so the windows of the 
store glaringly advertise the quality 
and character of the merchandise be- 
hind them. It is just as essential for 
the windows to draw window shop- 
pers as for the store to draw cus- 
tomers. 

“Tt is our policy to make some 
changes in window displays even 
though the entire trim is not to be 
changed. This is done when we are 
very busy. We remove some of the 
outstanding items in the window 
trim and replace these with other 
merchandise. This often creates the 
impressionein the mind of custom- 
ers that the entire display has been 
changed. As a matter of fact, we 
like to substitute items in trims dur- 
ing the week even though a com- 
plete change may be scheduled. By 
doing, this, our displays never be- 
come stale. It takes a minimum of 
our time. We believe this idea of 
changing items in a display every 
few days could be adopted by the 
store with large windows with ad- 
vantage.” 








THIRD PRIZE—$2.00 
Won by 
EARL SEBOLT 
Elm Hardware Co. 
West Springfield, Mass. 


“Windows in a hardware store 
should be changed every week for 
the following reasons: 

“I—A bright, shining window, 
full of clean, and attractive mer- 
chandise secures attention. Windows 
should be thoroughly cleaned each 
week and changed at the same time. 

“2—New merchandise should be 
shown for everyone is looking for 
something new and different. 

“3—A new window trim enables 
the store to emphasize the large 
number of items carried that are 
needed in the maintenance of the 
home. 





* 


You receive $1.00 for each idea 

considered worthy and accepted 

for publication. Watch these 
pages of successful ideas. 





EARL SEBOLT 


“4—Good windows sell consumers 
on the store and establish it as a 
place where their wants can be ful- 


filled.” 


* 


Honorable Mention 


The judges award the ratings of Honorable Mention and a payment 
of $1.00 to the following contestants whose entries, though not win- 
ning one of the major prizes, were considered worthy of publication. 


A. H. BENSON, Schlafer’s Inc., 
Appleton, Wis. 

“Change window displays at the 
crucial point when they have lost 
théir pulling power. For the aver- 
age store and display, this means 
about every 10 days. If on a busy 
corner with dense traffic, it may be 
advisable to change more often. 

“One should-never leave a display 
in the windows after the trim has 
lost its attention value and selling 
power. If your store builds up a 
reputation for having uninteresting 
displays you will have lost one of 
the most effective promotion medi- 
ums available to a business. When 
windows are used properly the store 
builds up a following of customers 
who watch for changes in windows 
to see what new merchandise is 
available. 

“If sufficient time is spent on dis- 
plays to that they will stop sidewalk 
traffic because of their attractive set- 
ting, and if timely merchandise at 


right prices is shown. such displays 
should be very effective for at least 
10 days. Seasonal and special event 
window trims must be timed and 
changed at the proper time.” 


* * * 


FRED BURRELL, King Hardware 
Co., Atlanta, Ga. 


“In my opinion, windows should 
be changed every two weeks. Gen- 
erally, hardware store customers do 
not visit the store every day. There- 
fore, in order for the store to re- 
ceive full value for the effort, ac- 
quaint customers with the varied 
lines of merchandise carried, permit 
the transient customers the _privi- 
lege of seeing the displays, and to 
give employees time for thought and 
planning of other 
displays, windows 
should not be 
changed too fre- 
quently.” 





























Pierce Hit the $3,}600 Mark 
With Power Motors Last Year 


L AST year Pierce 


Hardware, in Milford, Del., a town 
of about 5,000 population sold 12 
power mowers at an average price 
of $300.00 each. Seeds, fertilizer, 
plants, hand mowers, garden and 
lawn tools added even more to the 
volume enjoyed by the firm last 
spring, and at least 15 per cent of 
the store’s total sales for the sea- 
son were in this department: 
Good stocks and good displays 
told their story throughout the 24 
hours of the day. Harry J. Pierce, 
president of the company, in speak- 
ing of the lights says, “Our win- 
dows are an oasis on our street 


Power mowers, hand mowers and 
a variety of hand tools are 
shown in this section of the store. 
There is ample room in this par- 
ticular section and people can 
inspect the mowers thoroughly 
and completely at their leisure. 


for they are illuminated all night 
while the street lights are turned 
off at two o'clock jn the morning.” 

Fertilizer, field seed, plant food, 
lawn mowers, vegetable plants, etc., 




















Here’s one of the firm’s spring 
windows with “Clean Up—Paint Up 
—Fix Up” material, lawn mowers 
and a variety of other items hav- 
ing spring demand. An oil heater 
included in the display suggests 


warmth for the cool mornings. 


The Season for Lawn Goods 


are advertised in local papers and 
by means of envelope stuffers 
which are supplied by the manu- 
facturers. The store also pub- 
licizes these lines by exhibiting at 
a local flower show and by pro- 
viding display material for use in 
a local merchandising class. 

The store staff does repair work 
on lawn mowers, of all types and 
welcomes an opportunity to dem- 
onstrate power mowers. “When- 
























a 
4 





Bn ad 


ak ¥ 











and 
fers 
nu- 
yub- 
zy at 
oro- 


ork 
and 
em- 
1en- 















a 





Bee er 


& 


. 
é 
ee 
pe 








Built 





ever a person asks for a demon- 
stration of a power mower we can 
sell that mower,” says Mr. Pierce. 
“We get leads from the manufac- 
turer and frequently sell the ma- 


chines to cemeteries because one 
man can do the work of two with 
such a machine. Our power mow- 
ers are sold chiefly for cash or on 
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up displays of this type 
help to tell the story of hand 
garden and lawn tools, the plant 
foods and other seasonal items. 
Bulkier articles are displayed 
below the table top where they 
can be seen by the customers. 












ust Around the Corner 


These two revolving 
displays feature a 
wide range of gar- 
den seeds in a com- 
pact space. Scales 
and measuring glass 
are always kept be- 
tween these units. 


open account. Were it necessary 
to sell them on a time payment 
basis we would finance these sales 
ourselves. They are often dis- 
played outside the store and at fair 


exhibits.” 

The store’s spring goods are 
shown in display windows from 
the first of February and are ex- 


panded and frequently changed 
until after mid-May. Vegetable 
plants are displayed in the door- 
way from time to time. Flats of 
pepper plants are shown in this 
fashion. Eggplant, tomato and 
cabbage plants are also sold dur- 
ing this season. 


Mowers on Display 


At least two power mower units 
and some hand units are displayed 
on the floor near two special, re- 
volving seed display racks. These 
racks were constructed by mem- 
bers of the store staff and have 
been utilized for more than 12 
years. The tops of these three- 
shelf, octagonal-shaped displays 
are utilized for showing manufac- 
turers’ display material and plant 
food. Between the two units is a 
scale, while nearby are built up 
displays of plant food, asparagus 
bunchers, corn seeders. 

Pierce Hardware is operated by 
three brothers, who are assisted by 
seven employees in the shop and 
store. 








Glick Features Lawn Goods 
Along Traffic Aisles 


N attractive display of lawn 
£% and garden goods set up at 
the front of the store plays a large 
part in the building volume on 
these lines for the Glick Hardware 
Co. This store is located in Mor- 
ristown, N. J., a city of approxi- 
mately 16,000 population. 

The display is built on a plat- 
form which is about 7 ft. wide and 
at least 10 ft. long. 
is a raised section 30 in. wide and 
16 in. high which runs the length 
of the platform. 

Lawn mowers are shown on each 
side of this raised section. More 
than 20 mowers can be shown here 
with 10 on each side. Since the 
platform itself is only about 2 in. 
from the floor, mowers can be 
slipped easily from the display to 
the floor for demonstration pur- 


In the center 


poses. 

The raised center section is used 
to show a garden wheelbarrow, 
rubbish burners of various types, 
tank sprayers and other related 
Plant food and fertilizers 
in large quantities are displayed 
on the ends of the platform. Large 
piles of lawn hose are also shown 
on the side platform. 

“This display fixture has a num- 
ber of advantages,” says W. L. 
Glick. “One of these is the ease 


goods, 
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with which the entire arrangement 
can be changed. If we want to fea- 
ture some particular item, we sim- 
ply arrange a mass display on the 
raised center part or on the end 
of the platform facing the front 


doors. It is easy to demonstrate 


This display of lawn 
goods is located be- 
tween two main traffic 
aisles at the front of 
the store. Customers 
must pass this section 
at least twice while 
they are in the store. 


mowers when they are shown in 
this manner. All of the merchan- 
dise is within easy reach of the 
customer. This is without a doubt 
one of the finest ways of present- 
ing bulky goods that we have ever 
developed.” 

By locating the display between 
two main traffic aisles in the store. 
every person entering the store 
must pass this merchandise at least 
twice. 





Larrabee Uses an Archway 
for Displaying Lawn Mowers 


OHN E. LARRABEE CO.. 
INC., Amsterdam, N. Y., tries 
to make every ‘inch of display 
space on the floor produce some 
sales volume. In keeping with this 
policy, a display of lawn mowers 
was developed along the sides of 
a recently constructed archway 
which connects the two buildings 
comprising the main retail sales 
floor. As a result, lawn mowers 
were shown better than ever before 
and the additional space derived 
from the improvement was im- 
mediately put to work building 
increased sales volume. 
Two mowers are supported on 


(Continued on page 120) 


Here’s an excellent way of using 
archway space. Mowers can be seen 
by many customers as they pass 
from one department into another. 
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| Bridgeport, 
Conn. 


“INFORMED 

SALESMANSHIP”’ 
WORKS FOR — 
.22’S, TOO! 


The best way to know the 
.22 cartridges you sell is to 
take some out and shoot 
them. You'll learn at first 
hand what Kleanbore Hi- 
Speed can do, what users 
can expect. 








If you can’t arrange to go 
shooting, these points are 
good ones to keep in mind: 
Kleanbore Hi-Speed .22’s 
have maximum power, max- 
imum speed, maximum stop- 
ping power. Their sharp 
whip-crack is evidence of the 
great force behind every 
bullet. They’re perfect for 
small game, pests, vermin. 


New and Improved 
Kleanbore have medium 
speed, for informal target 
shooting and plinking. Both 
types cost the same; both 
have Kleanbore priming for 
clean gun barrels. 
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(Advertisement) 


DEALER ““n, LETTER (“= 


HEARD 
““CAVALCADE”’ 
RECENTLY? 





The Du Pont Cavalcade of 
America brings the coun- 
try’s leading actors and ac- 
tresses into radio listeners’ 
homes every Monday night 
over the coast - to - coast 
N.B.C. Red network. Top- 
ranking stars of Hollywood 
and Broadway recreate 
great .dramatic triumphs, 
present inspiring stories 
from American history, or 
stage an outstanding liter- 
ary masterpiece. 

These programs also tell 
how Du Pont research is 
developing better and 
cheaper products for mod- 
ern living. The Cavalcade 
of America program in- 
creases consumer  accept- 
ance and appreciation of 
Remington products, for 
the Du Pont oval appears 
on every Remington pack- 


- age. Tune in next Monday. 
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HES LEARNING 
FAST SINCE HE 
Y} JOINED THE RETAIL 
bal MERCHANDISERS 
J) CLUB—AND HE 
SURE LIKES IT! 
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JOIN YOUR CLUB! 








THE "'RETAIL 
MERCHANDISERS’ CLUB" 
HELPS YOU KNOW THE 
PRODUCTS YOU SELL 


Every day sees increased membership in this 
Club for hardware and sporting goods retail 
salesmen. That’s because it offers through 
the Club’s monthly bulletin practical assist- 
ance in answering the many queries that come 
up in selling hardware and sporting goods 
items. Regular monthly bulletins will cover: 


1. Helpful hints on general salesmanship 
and retail merchandising. 

2. Interesting news about hunting and 
shooting. 

3. Facts about such subjects as velocity, 
pattern control, gauges, type of ammu- 
nition for various kinds of game, gun 
safety information, and ideas to help you 
serve your shooter friends. 


A recent survey shows that confidence in the 
retail salesman, his information and recom- 
mendations play a tremendous part in retail 
selling. Why not take advantage of this op- 
portunity to gain a fund of knowledge on the 
products you sell and thereby add to your own 
prestige and value? Membership in this na- 
tional organization costs you nothing. 


Now is the time to join this club—a club 
designed especially for you. You will regularly 
receive the Club Bulletin. It’s easy for any 
retail merchandiser to become a member. 
Write today to the Retail Merchandising 
Club, Remington Arms Co., Inc., Bridgeport, 
Conn. 











“‘Kleanbore,’’ ‘“‘Hi-Speed’’ are Reg. U. S. Pat. Off. by Remington Arms Co., Inc., Bridgeport, Conn. 
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Early Displays Boost Sales 
of Electric Brooders 


L e S. SWINEHART 


CO., Richmond, Mich., sells more 
than $600 worth of electric 
brooders in less than three months 
Good display plays an important 
part in accomplishing the job. 
Richmond, with a population of 
approximately 1500, is surrounded 
by a good farming area and is 
located in the east-central part of 
the state. 

“We display a large number of 
brooders starting the latter part of 
January,” says L. S. Swinehart. 
owner. “This equipment, as well 
as table displays of other related 
poultry supplies, is featured in this 
way through June. The main sell- 
ing season starts during the latter 
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And help L. S. Swinehart 
Co. sell $600 worth in 
less than three months 


part of March and really gets into 
full swing during April and May.” 
Brooders are stocked, ranging 
in price from $2.75 to $39.25. Sev- 
eral sizes are also carried, but the 
350 and 500-chick brooders are 
the most popular selling items. 
Most of the sales are for cash. 
Those not made for cash are usual- 
ly handled on the monthly charge 
account. There are no long terms 
in this business and no trade-in 
merchandise is considered. 
“Electric brooders are very pop- 


ular in our section,” says Mr. 
Swinehart. “We are responsible 
for this to some extent. Shortly 
after we took on this line the agri- 
culture class of the local high 
school decided to conduct a class 
project in poultry raising. The 
class built the brooder house and 
we supplied an electric brooder. 
The local utility company cooper- 
ated and supplied the electrical 
current required. Careful records 
were kept on the cost of operating 
(Continued on page 124) 
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PRINCIPAL PRODUCTS 
INCLUDE: 


Woven Wire Field and Poultry 
Fence, Ornamental Fence, 
Poultry Netting, Hardware 
Cloth, Smooth and Barbed 
Wire, Gates, Bale Ties, Fence 
Stretchers, Pump Rods, Steel 
Billets, Rods, Bars, etc. Write 
for catalog. 





RE PRODUCTS 


When making steel at Sterling we use only modern electric furnaces— 
the kind of furnaces ordinarily used for stainless steels, tool steels and expen- 
sive heat and corrosion resistant alloys. The high voltage electrical current 
passes through the molten metal—agitating, refining, purifying. The inherent 
properties of Electric Furnace steels are combined with the rust resistance 
of Sterling steels copper content (min. 0.20 copper) to assure longer life for 
the finished wire products. 

Sterling’s Electric Furnaces are working night and day to produce the 
wire products you need. Check with your Jobber or write direct for informa- 


tion on available supplies, production and shipment. 


NORTHWESTERN STEEL & WIRE COMPANY 


Incorporated—Northwestern Barb Wire Company—1879 
STERLING, ILLINOIS 


How to Merchandise 


By KENNETH A. HEALE 


Associate Editor 
of Hardware Age 


ARDEN and lawn 
requisites should be in greater de- 
mand this spring than they have 
been for many years. With the 
strain of war, nation-wide war 
time and the curtailed use of au- 
tomobiles, more people will have 
more time in which to beautify 
their lawns and make their gar- 
dens more productive. Those who 
have never given much thought to 
the growing of vegetables will now 
be interested in the idea because 
of increasing food costs and the 
urgent patriotic impulse to in- 
crease our food production. Better 
lawns will be regarded as morale 
builders in many communities. No 
matter how the hardware dealer 
looks at it, this increased interest 
in home gardening and lawn beau- 
tifying can bring him greater 
sales. 

The hardware dealer who goes 
after this lawn and garden interest 
has a tremendous market in his 
community. And, if he doesn’t go 
after this business someone else 
will. He has an excellent opportu- 
nity of helping both himself and 
his community by stressing the 
angle of patriotism, selling people 
the idea that gardening and lawn 
tending is a healthy and pleasant 
way to get exercise or by just ap- 
pealing to their sense of accom- 
plishment. 

For the benefit of those hard- 
ware dealers who want to do a bet- 
ter job in the merchandising of 
better lawns and gardens Harp- 
WARE ACE presents these tested 
merchandising ideas: 


1—Parade your seeds 

Although most people know that 
hardware stores handle lawn and 
garden seeds, parading seeds in 
window and store displays is a 
“must.” An eastern dealer shows 
bulk seed in glass front drawers 
with double-end construction so 
that the drawers always appear to 


“A New Jersey hardware dealer... 
builds for future trade by giving 
youngsters samples of seeds.” 


be full of seed. In addition, he 
has seed on display in his window 
displays together with many re- 
lated lines. 


2—Push related lines 


Seeds are both volume and 
profit makers. But there are 
greater profits to be had when the 
dealer also makes a real bid for 
the sale of the related items. Near 
his seed displays he should show 


lawn tools, hose, nozzles, work 
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People will be more lawn and garden 


conscious this year than they have 


been in many years and the hardware 
dealer should cash in on this fact 


gloves, wheel barrows, seed and 
fertilizer spreaders and lawn mow- 
ers, etc. A seasonal display of 
plant food and small packages of 
grass and garden seed near the 
cash register, or even on the wrap- 
ping table, are big helps for cre- 
ating impulse sales. 


3—Give youngsters samples 


A New Jersey hardware dealer, 
who displays seeds the year 
’round, builds for future trade by 
giving youngsters samples of seeds, 
providing they visit the store with 
one of their parents. Boys receive 
watermelon or cantaloupe seeds 
and are asked to bring one melon 
in return for the seed. Girls re- 
ceive flower seeds of a variety se- 
lected by themselves. The dealer 
says, “This practice pleases the 
parents and they remember the 
store because of it.” About 350 



























“Many communities hold flower 
shows. The dealer who partici- 
pates in such events is build- 
ing good will and future sales.” 
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varieties of seeds are carried in 


bulk by this firm. 


4—Participate in flower shows 


Many communities hold flower 
shows. The dealer who partici- 
pates in such events is building 
good will and paving the way for 
future sales. Some hardware deal- 
ers in smaller communities ex- 
hibit flowers which they have 
raised themselves from seed regu- 
larly carried in their stocks. If the 
show management permits, it is 
also a good idea to distribute gar- 
den and lawn hint booklets, cir- 
culars on garden gadgets and 
tools, etc., most of which are avail- 
able from manufacturers. 


5—Have early displays 


An eastern hardware dealer 
starts pushing seeds, plant food, 
mowers, hand tools and various 
lawn and garden goods right after 
St. Patrick’s Day (March 17) and 
uses plenty of window display 
space. Even if there is snow on 
the ground, some sales are imme- 
diately made as the result of this 
early showing. An Oklahoma 
hardware concern shows some 
spring garden goods near the 
staircase to its cashier’s office 
early in February, regardless of 
the weather. This practice starts 
people thinking early about gar- 
dens and lawns. 


6—Tell your customers how 


When you sell lawn and garden 
seed to customers be sure that they 
understand the proper method of 
growing grass, flowers and vege- 
tables. Most seed growers main- 









tain laboratories to test soil so 
that the proper procedure can be 
determined for making grass grow 
in plots which have not been pro- 
ductive of results. Then there are 
soil testing kits that the dealer can 
use for such testing purposes. A 
dealer is building good will and 
is establishing a reputation for 
himself that will pay dividends in 
increased sales when he knows 
how to make grass grow on a 
sorry looking lawn. A Pennsylva- 
nia hardware dealer recently hired 
a woman graduate of an agricul- 
tural college just to advise home 
gardeners how to grow the things 
they want. The same dealer held 
some afternoon and evening lec- 
tures on lawns and gardens in his 
store for local people, following a 
canvass as to their preferences. On 
another occasion, the same dealer 
had a special sound film provided 
by a manufacturer which tied in 
with the idea of growing things. 
This film was shown one evening 
at the local country club. 


7—Know your builders 


People when building homes 
often include in their contracts the 
stipulation that “landscaping” be 
included. By knowing building 
contractors the dealer is paving 
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the way for extra sales of lawn 
seed, shrubs, etc., adding to the 
many make 
when a new home is being created. 


other sales he can 


8—Have something growing 
hardware dealer, 


who does a good volume in all 


An eastern 


types of lawn and garden requi- 
sites and in tomato plants, etc., 
usually has something growing in 
a display window. Such a policy 
helps emphasize the results of 
proper planting. 


9—Provide sharpening service 


If you can’t sell your seed cus- 
tomer a new lawn mower—and 
some models may be scarce these 
days—sell him your lawn mower 
sharpening service. Although the 
time to go after mower jobs is 
during the winter months, this is a 
service that also has a decided ap- 
peal in season. For when your 
customer has made a good lawn 
with the seed and related items 
you sold him he wants to keep it 
looking at its best. So if you can- 
not sell a new mower sell your 
lawn mower repair or sharpening 
services. 


10—Show seeds within reach 


An Illinois dealer displays dif- 
ferent varieties of seed, for which 
there is an active demand, in 
3-gal. pails, each pail being about 
three-fourths filled. Some custom- 
ers like to run their 
through the seed in these pails. 
which are displayed close to a dis- 


fingers 


play window waist high and it is 
a good idea to let them do it. Each 


pail of seed bears a card, giving 


the name of the seed and the 
length of time to maturity. 


11—Group according to variety 


Many hardware dealers who do 
a good volume in vegetable and 
garden seed will carry a wide va- 
riety of a particular product— 
such as several varieties of water- 
melon, cantaloupe and other types 
of seed. Showing the entire lineup 
of watermelon seeds right next to 
each other emphasizes the fact that 
you really have a varied and 
worth while stock. 


12—Identify your bulk seed 


When a certain eastern hard- 
ware dealer sells flower or vege- 
table seed to a customer he marks 


54 


the name of the variety on the 
paper bag in which the seed is sold. 
The price and quantity is also 
marked and each bag bears the 
store’s rubber stamp imprint. This 
prevents a buyer of several differ- 
ent varieties of seed from being 
confused as to the type of seed he 
is planting. 


13—Know your gardeners 


Although many people like to 
do their own gardening, there are 
people who will buy seed from 
your store and then want to know 
the name of a reliable gardener 
who can be hired to make a lawn. 














“He starts pushing seeds, etc., right 
after St. Patrick's Day and uses 
plenty of window display space.” 


Knowing your local gardeners and 
being able to recommend reliable 
men builds good will for your 
store. It also helps make sales to 
professional gardeners. 


14—Advertise the department 


Telling the community you have 


what is needed for a flower or veg- - 


etable garden or lawn by adver- 
tising it is a big sales aid. Manu- 
facturers of garden tools, lawn 
mowers, hose, etc., and seed grow- 
ers issue catalogs, envelope stuff- 
ers, advertising mats and garden 
hints of one type or another. Send- 
ing these advertising aids to your 
customers is an excellent and in- 
expensive method of showing the 
town that your store is local lawn 
and garden headquarters. 


15—Use colorful displays 


The ladies are attracted by 
color, so be sure to use the color- 
ful display packages of lawn grass 
seed, flower seed, plant food, fer- 
tilizer, etc., to the very best advan- 


tage. Display them where the light 
will emphasize the color. Show- 
ing packages prominently will help 
increase your sales of packaged 
seeds, etc. 


16—Have the right mixtures 


Having the right mixtures for 
your territory is a vital necessity 
in the selling of grass seed. Care 
should be taken to have the mix- 
tures for sun, shade, terraces, etc., 
that are best suited to the soil and 
climate of the district you serve. 


17—Know your seeds 


Have simple, but impressive in- 
formation as to the respective 
characteristics of the ingredients 
of a lawn seed mixture so that a 
customer asking the difference be- 
tween a 30-cent retail lawn seed 
and a 65-cent one will be given an 
intelligent answer. The difference 
in the percentage of inert matter 
and tlie percentage by weight of 
the various types of grass are all 
factors. As one grower puts it, 
“Bent grasses cost more money 
and naturally run the price of the 
mixture somewhat higher.” 


18—Contact country clubs 


Golf clubs need lawn seed, fer- 
tilizer, lawn mowers, lawn tools, 
etc. Know the greenskeepers and 
the pros of your local golf clubs. 
Knowing and studying their needs 
will build good will and boost 
sales. In fact, the contacts so made 
can lead to sales in other hard- 
ware and allied lines. 


19—Watch the garden clubs 


Many suburban communities 
have garden clubs, Keeping in 
touch with such groups can bring 
business to your store. Getting 
mailing lists from such organiza- 
tions can be the start of worth- 
while sales. With the right ap- 
proach, the most expert garden 
and lawn goods salesman in your 
store might even be invited to lec- 
ture to such groups. The publicity 
value of such talks is tremendous, 
particularly if no attempt is made 
to sell merchandise. The Penn- 
sylvania dealer who is holding lec- 
tures for garden fans, as men- 
tioned in point 6, uses no mer- 
chandise in his lectures nor does 
he display any where the lecture is 


being held. 
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: The “Los Angeles” Design 1s also made with a lock 
and vats . .. for bathrooms and bedrooms. Locking lever on in- 
lubs : side locks both knobs. Also has emergency unlocking 
“ti device on the outside, which releases knobs in case of 
ieeds necessity. This is Lockset No. 9% with metal locking 
device and plastic backplate. 
00st 
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pring 
tting 
niza- 
orth- 
ap- x Pap is “Los Ange- 
| rden % 9%, i thedke Staak. 
your (The display mount pictured above 
0 lec- = is available to jobbers and dealers.) 
licity 
dous, The smartly-styled “Los Angeles” door set will be a highly popular “war knob.” Tough, 
made resilient Tenite . . . in lustrous ivory . . . smooth and pleasing to the touch. It will add a warm 
Penn- » sparkle to any home... whether for new building or replacement on old doors. 
g lec- zs The diecast tubular latch used in this, and other “Hollymade” door sets, was subjected to 
men- F an unlubricated speed-up test of 5,000,000 movements... equivalent to several genera- p f f i F | "i p TT 5 T | i 
mer- © _ tions of wear . . . and it still looked like new. No wonder we guarantee it for the full life of 


pan i your home! Latch or lock finishes come in polished chrome, satin chrome, polished brass, dull g im anu Fat TU R : ng [0 int 


a brass and dull bronze. 
These “Hollymade” sets are acceptable in the new Federal emergency specifications. 5446 CARLTON WAY 
Ask your jobber to show you the entire Hollymade line . .. America’s most popular array 


of smart-styled and durable door knobs, latchsets, locksets, plastic pulls and knobs and the f/ / ° ° 
matched chrome line. Available from all leading jobbers in the United States and Canada. ’ 





April—Promote Fishing Tackle 
and National Hardware Week 


cy IS year National 


Hardware Week will be cele- 
brated from April 16 to 25. Deal- 
ers planning to sponsor this event 
in their communities should have 
all special merchandise in stock 
and advertising plans well under 
way by this time. 


Schedule Work to Be Done 


Because of the large number of 
jobs to be done in connection with 
such an event, planning is a very 
important matter. Make up a list 
of each thing to be done, then set 
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a definite date when the work 
should be completed. As each task 
is finished mark it off of your 
schedule. By doing this you will 
be able to know just how much 
remains to be done. 

Dealers using wholesaler’s cir- 
culars should get this material 
ready for mailing or distribution 
as early as possible. This is one 
job that can be completed early. 
If local newspaper advertising is 
to be used, send your copy to the 
paper early, approve it and secure 
proofs of the several advertise- 
ments for posting in the store. It’s 
also a good plan to place a copy 


of the current advertisement on 
the plate glass of your window. 


Interior Displays 

Developing displays of the spe- 
cial merchandise for this event re- 
quires quite a lot of time so start 
setting up displays of these items 
several days in advance. Arrange 
the merchandise but do not place 
the special show card on the dis- 
play or feature the sale price. 

The sale items or leaders can 
often be shown on the end com- 
partments of display tables. By 
doing this, the feature items are 
scattered throughout the store. 


AGE Original Window Display IDEAS 
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NATIONAL HARDWARE WEEK WINDOW 


MERCHANDISE: Feature specials in window, spading forks, ironing board pad and 
cover sets, dinnerware, water glasses, drip coffee maker, clothes line, clothes baskets, cake 
covers, glass baking dishes, electric stoves, flashlights and batteries, electric lanterns, can 
opener, carpet sweeper, waste baskets, floor wax, rubber door mat, screen enamel, screen 
door hardware set, baseballs, fielders glove, roller skates, step-on garbage can, kitchen 
cutlery set, mail boxes, rolling pin, electric iron, glass casserole, bread box, wash board, 
glass coffee maker, and lawn broom. 

BACKGROUND: Center panel of white corrugated board or wallboard painted. One 
side panel blue, other red material. Poster from the official display kit on background, and 


pennants on plate glass. 
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the volume of business in bever- 
age sets that the warm weather always 
brings with it. 
In Corning Tropic Jewel, you'll find 
a combination of selling points which 
give this set spectacular sales possi- 
bilities. A graceful new shape, already 
accepted by housewives the country 
over as the last word in styling and 
smartness. Chip-resistant edges, assur- 
ing longer life for the glasses. Soft, 
eye-catching lusters that make a cold 


drink look even more refreshing. 








Hot tip for hot weather profits .. . | 
Tropic Jewel Beverage Set 228° 


See other side for another fast-selling Corning Beverage Set. 
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Smoothly-rounded inside glass sur- 
faces, tapering to the heavy, hard- 
to-tip base. And a capacious, light- 
weight, hand-made pitcher in clear, 
crystal glass. 


Price? So inexpensive you'll wonder 
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how we can do it! 


Write us... .. for infor- 


mation on the 9-piece Tropic Jewel 


today . 


set shown above, and other fast-selling 
popular Corning beverage sets which 
can make your summer profits rise 


with the heat. 














Cash in on this 


DOUBLE-DUTY HOSTESS SBT... 


ruit juices...and cocktails 


F you, like most hardware merchants, are 

finding it increasingly difficult, because 
of defense needs, to obtain many of your 
old, stand-by lines of hardware . . . here’s 
a line that will help you make up for those 
lost profits. Display this Corning Hostess 
Set prominently in your store... and 
watch the cash register go crazy! 

It’s new, modern, smart and stylish. The 
small. gracefully-shaped glasses are fresh 
and original in conception, full of a feeling 
of gayety and cheer. The set is ideal for 
serving fruit juices, tomato juice. or sher- 
bet. Suitable, too. for cocktails. because 
the specially-designed pitcher is tall and 


slender, right in line with modern mixing 
technique where mixing is done by rotat- 
ing in the pitcher, rather than by agitating 
a shaker. 

This attractive set is priced so that you 
realize a good profit and yet offer your 
patrons a bargain. 

Corning Glass Works can help you take 
up “priority slack” with many other fast- 
selling lines of tumblers, beverage sets and 
tableware. Why not write us for informa- 
tion and prices - not only on this 
Hostess Set. but on all our profitable lines? 
Remember . . . we can ship without delay, 
any time, anywhere, right out of stock! 


See other side for another fast-selling Corning Beverage Set. 


PRINTED IN U.S.A, 
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FISHING TACKLE WINDOW 


MERCHANDISE: Tackle boxes, casting rods, fly rods, landing nets, canned bait, pork 
rind, creels, rubber waders, spinners, trout flies, flashlights, lanterns, flashlight batteries, 
fishing lines, fly boxes, leader boxes, lunch kits, vacuum bottles, food jugs, minnow buckets. 

BACKGROUND: Center panel light green corrugated board or wallboard painted. Side 
panels dark green material. Cut out letters of red and dark green corrugated board. 


Each table then has some item of 
special value. Customers realize 
this fact and make a point of shop- 
ping and seeing all the displays. 

Place special show cards on 
these displays after the store has 
closed the evening before the event 
begins. See that all the displays 
in the store are in perfect condi- 
tion at this same time. 


Window Displays 


The window featuring the mer- 
chandise on sale during the week 
should be trimmed during the eve- 
ning before the opening day. Price 
cards should be used on every 
item and the special display ban- 
ners and window trim material 
available should also be used. An 
example of how some of the mate- 
rial can be used is shown in the 
National Hardware Week window 
on page 56. 

Customers, must be impressed 
with the fact that something spe- 
cial is going on in your store. To 
get this idea across, the interior of 
the store should be decorated. 
Make a radical change in the ap- 
pearance of the &tore to put cus- 
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tomers in the proper buying mood. 
This job should be done the night 
preceding the sale opening. 

Sell your employees on the val- 
ues in this sale. If salespeople are 
sold and believe in the merchan- 
dise values being offered, a suc- 
cessful event is assured. 

How to capitalize on the extra 








“Hardware Harry 
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By 
DEFENSE 
Bones 











“iTS A PRACTICE TARGET GUARANTEED TO IMPROVE 
YOUR MARKSMANSHIP ” 


traffic that will be drawn to the 
store during this event is one of 
the most important points to be 
put over to the employees. They 
must be reminded to sell up. 
Whenever a customer asks to see 
the special merchandise, also show 
a better item on which the store 
secures a normal profit. Many 
customers will buy the better 
goods today. 

Demonstrate the correct way of 
selling up by using some of the 
merchandise to be featured. This 
staff meeting could be held several 
days in advance of the event, to be 
followed by a very short pep meet- 
ing the final evening. 


National Fisherman's Week 


This special week will be cele- 
brated from April 25 to May 2 
this year. You naturally will want 
to feature your complete line of 
fishing tackle before the season 
opens in your section, however, it 
will be very helpful to also tie in 
with this special week. A _ sug- 
gested tackle window display 
which mentions the event is shown 
on this page. 
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(Acme Photo) 
Here's Leicester Square, London's entertainment center, after the bombers had visited it. 


War-Time England 


By THE HON. WILLIAM S. HILL* 
of Colorado, 
Member of the 
House of Representatives 


‘ 


l HAVE chosen to speak about a trip’ made to the British 
Isles last November. I shall tell you some of the things I saw, the im- 
pressions I received from the many people we visited, and the effort our 
allies are making to win this gigantic struggle now burning at the very 
heart of civilization. 

Five Congressmen, including myself, made this trip. We crossed the 
Atlantic Ocean on a Clipper plane. We had about 22% hours of actual 
flying time. We went by Bermuda, the Azores and then to Lisbon, Portu- 
gal. Here we took a Douglas transport plane to England, landing in the 
southwest part and from there we took a train to London. It was a 
great experience, one I shall never forget. 


As we began to draw near London balloons are fastened to steel cables 
we could see many enormous bal- and are kept flying at various 
loons flying over the city. These heights. They are raised or lowered 


nome as the clouds vary in their elevation. 
*An address delivered at the conven- Sometimes you see them high in the 


a 5 Brome dle ed — clear sky, then again you see them (Harris & Ewing) 


Colo., Jan. 12-14, 1942. flying beneath the low hanging HON. WILLIAM S. HILL 
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MEND or repair is not only patriotic, but nec- 
essary nowadays. That’s why folks will want to 
know about DUCO Cement . . . how it’s waterproof, 
transparent, flexible . . . how it holds with a bulldog 
grip on’most everything. 
Take advantage of this demand. Make a display 
of DUCO Cement where people can see it. Give it 
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HELPS YOU MAKE ENDS MEET 
..» by helping folks make old things do! 












a chance to make profits for you. 

Your customers are already sold on things “made 
by Du Pont.” They know about DUCO for auto- 
mobiles . . . Du Pont Cellophane. . 

Stock and sell DUCO Cement . . . for quick, ready 
profits. Ask your jobber or write: E. I. du Pont de 
Nemours & Co. (Inc.), Wilmington, Delaware. 


. and nylon. 








































































clouds over the landscape. The bal- 
loons are filled with gas and are for 
the purpose of holding up the steel 
cable. These cables will drop a 
fighter plane or a bomber if either 
strikes them. They keep bombers 
or fighters from sneaking in and fly- 
ing low to hit their targets. 

We also noticed, as we neared the 
city, small bomb cellars at the rear 
of many homes. Some of these shel- 
ters were made of rock, others were 
covered over with green turf or sod. 
They reminded you of the small 
green mounds in the cemetery. 

The London people have learned 
a lot about “blitz” protection. They 
have few high buildings and the 
roofs are usually of tile or slate and 
these coverings are a great aid in 
the suppression of fires caused by 
incendiary bombs. Think of the 
menace of our thousands of shingle 
roofs in our own cities. Why, these 
shingles would burn like a bundle 
of shavings used to start the kitchen 
fire. No fire apparatus could cepe 
with such a situation. 


200 Simultaneous Fires 


We learned that in London there 
had been as many as 200 major fires 
burning at one time. Imagine such 
a fire were all the roofs shingled. 
Also, remember that many water 
mains had been broken and torn up 
by the bombs and that new fires 
were constantly being lighted. Every 
available fireman was on duty. With- 
out the assistance of the great wa- 
ter-pumping boats along the Thames 
River the entire city might have 
burned. Water tanks with extra 
supplies of water are seen in many 
blocks throughout the city and sand 
boxes and sawdust piles for emer- 
gency were in use all over the city. 
In fact, I was told that had these 
water tanks, buckets and sand piles 
been in the streets, when the heavy 
bombing attacks were made on Lon- 
don, one-third of the fires might 
have been prevented. 

You realize that you are in the 
war zone as you ride about through 
the city—with block after block of 
fine business sections completely 
leveled; industrial centers razed; 
docks leveled off to the river’s edge; 
warehouses with just the bare walls 
standing. As you survey the de- 
struction of churches, hospitals, 
homes you wonder at the little pro- 
gress civilization has made in the 
last 1000 years. 

Perhaps I should tell you how we 
visited the ruined sections of the 
“blitz” areas. London is not one 
large city, but a collection of small 
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boroughs, all united into one large 
municipality. They have a “blitz” di- 
rector for the entire area. He has 
under him all the “blitz” organiza- 
tions of the various cities making up 
the metropolitan district. Admiral 
Evans of the British Navy has 
charge of the whole organization. 
We had lunch with him. He ex- 
plained in detail the general plan of 
their organization. When that had 
been done, he took us to one of the 
districts or boroughs and we in- 
spected the entire plans and visited 
with the people in charge of the 
telephones, the coffee and sandwich 
wagons or cars, the ambulance 
corps, the volunteer workers, and 
the Red Cross section and emergen- 
cy quarters for the injured and 
homeless. 








The Hon. William S. Hill 


Representative William S. Hill, Re- 
publican, of Fort Collins, Colo., is a 
hardware man of prominence and 
long standing. 

He owns and manages the Stand- 
ard Mercantile Co. in his home town 
and sells hardware, agricultural im- 
plements and electrical goods. In 
1936, he was president and still is a 
member of the Mountain States 
Hardware and Implement Associa- 
tion. He formerly was on the asso- 
ciation’s board of directors and was 
also chairman of its tax committee 
and legislative committee. 

Representative Hill also served in 
1938 as president of the Colorado 
Retailers Association, which includes 
all retailers in that state. He still is 
a member of the association, which 
is associated with the American Re- 
tail Federation. 

He was elected to the Seventy- 
seventh Congress oh November 5, 
1940. 








Some of our friends discouraged 
us when we talked of making this 
trip. Maybe we would not be able 
to see those in high places of gov- 
ernment authority. Maybe we would 
not be permitted to see that which 
we wished to see but just what they 
wanted us to see. Maybe! The in- 
formation was all wrong. We did 
see the real leaders of the British 
Government. They were happy to 
see us. We were treated as becomes 
the citizens of one great nation to 
treat citizens of another. We were 
permitted to talk to men and women 
working in the factories, we visited 
with superintendents of plants, with 
Spitfire airmen, with bomber squads, 











guardsmen, soldiers, mechanics, 
farmers, teachers, ministers, men on 
the streets; in fact we saw and visi- 
ted with people in every walk of life 
in the British Isles. They were our 
friends. 

To give you a few of the leaders 
with whom we visited, I shall men- 
tion a few luncheons which we at- 
tended: One with Admiral Evans, 
director of all “blitz” activities; one 
with Admiral James, director of 
three ship-building yards; breakfast 
and lunch with Lady Astor (Ameri- 
can-born and still at heart a real 
American); lunch with Anthony 
Eder, and last, but not the least 
important, a lunch and three-hour 
conference with Prime Minister 
Churchill at his home in the coun- 
try. 

We had dinner with Ronald Tree, 
secretary to the Minister of Informa- 
tion; and had dinner with 10 secre- 
taries of ministers of the present 
government. At that dinner we dis- 
cussed many problems effecting the 
two great nations. Everyone was 
frank, and important world prob- 
lems and the British and American 
world-trade relations were handled 
at this meeting without gloves or 
without anybody pulling punches. 
We had dinner with a group of 
Government Ministers; one with our 
American Ambassador, John G. 
Winant, who impressed me as truly 
a great American. I must not forget 
to mention our teas, one with the 
Lord Mayor of London; and one 
with the great Queen of the Nether- 
lands, Queen Wilhelmina, and, with 
Anthony Biddle, our minister to 
Governments in Exile, we visited 
King Haakon of Norway. 


Beau Brummel’s Club 


I was personally honored by be- 
ing invited to a special dinner given 
for me by a member of Parliament, 
Wing Commander James, M. P., 
whose father hunted big game in 
western Colorado in the 80’s. This 
dinner was especially interesting to 
me because it was given at the 
famous Boodle Club—one of Lon- 
don’s oldest men’s clubs. Here 
Beau Brummell used to sit in the 
circular window and with the boys 
along the sidewalk about placing 
their bets with him. 

We had lunch with a Spitfire 
squadron and dinner with a bomber 
division. We heard many stories of 
valor and hardships. 

We were privileged to take a 
launch trip down the river Thames. 
We wanted to see the docks and find 
out first hand just how badly they 
had been bombed. We were given 
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THE ONLY CARPET SWEEPER 
WITH THE REMOVABLE PAN! 





‘PANS OUT’ FOR. 
PROFITS! 








No more spreading newspapers on 
the floor — empty the removable pan 
anywhere without taking the carpet 
sweeper along. It's different... it's 
easy to use. It’s the one carpet 
sweeper with the common sense fea- 
tures that women want at a price they 


are willing to pay. 


Open Top’s dramatic sales-appeal and easily 
demonstrated eye-catching features will sell 
your customers. Maintain 1942 profits by 


featuring the Landers 


Open Top Carpet 


Sweeper line. Write or wire today for com- 


plete information. 


OTHER FEATURES EVERY WOMAN WANTS 





Removable Brush—Self-adjusting 
brush of fine quality bristle is 
removable for easy, thorough 
Cleaning. Remember—only a 
clean brush sweeps clean. 


Removable Comb—Removable 
comb easily inserted only when 
brush needs cleaning. Prolongs 
brush’s life and increases clean- 
ing efficiency of sweeper. 
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DISPLAY RACK 
FREE 


with order for 
6 Sweepers 


Sells for you. Handsome metab 
rack in 2 sections for counter or 
floor display. Compact, attention- 
getting, effective. Shows complete 
line. No charge with order“of 6 
carpet sweepers. 


Other Sales Promotional 
Materials Furnished Free 







































a member of Parliament as a guide 
and sailed down the river for more 


than 10 miles. The docks, when you 
get below the bridges and below the 
upper part of London, are bombed 
level with the river bank. Nothing 
is standing for block after block. 
They must have taken a real pound- 
ing. The protection had been better 
farther up in the city. 

We took another river trip—down 
the River Clyde. Here we rode down 
the river in a tugboat. The Clyde, 
where we were, they told us, is a 
man-made river. You ride for miles 
down the river with shipyards on 
each side. 

When we had gone about five 
miles down the Clyde, we were taken 
to a dock where cars met us and 
drove us through the little city of 
Clydebank, the worst bombed city I 
saw in the British Isles. 47,000 
people had been made homeless in 
the bombing of this little city. Not 
many had been killed because they 
listened to their air-raid instructions. 
The story of the bombing interested 
me strangely. I gathered that the 
Germans were certain they were 
bombing the great Clyde shipyards 
as those who witnessed this raid told 
me that the bombers came over 
again and again after the city was 
in flames and kept dropping their 
bombs. The road running through 
the town is paved and it had been 
raining all day and was still pour- 
ing down when the raid was on, the 
town is in the crook of the road 
while the shipyards are in the crook 
of the river. The river was foggy 
and the glare of the water on the 
highway made the road seem to the 
airmen as the river Clyde, so they 
“gave it the works.” While the peo- 
ple lost their homes the great ship- 
yards were hardly touched. 

From Glasgow we went to St. 
Andrews to visit the Polish Army. 
Here we had dinner, stayed all night 
and then inspected the camp, the 
air base, the coast line and then re- 
turned to St. Andrews to visit the 
University. Here we saw the original 
golf grounds where golf originated. 

I must tell you something about 
how the British people feel, their 
attitude, and what we may expect 
in the way of assistance in this “all- 
out” war effort. Everyone of us (the 
five Congressmen), came to the same 
general conclusion regarding the 
spirit of the British people. While 
they suffered the loss of homes, in- 
dustrial plants, and thousands of 
people killed, their determination is 
to win the war at whatever cost. 
They might be invaded, and indeed 
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many of them feel they will, but they 
will never surrender. They may be 
attacked but they will never give up, 
no, not to the last man or woman. 
The poor, the middle class, the rich, 





and the titled class all feel exactly 
the same. They will not submit to 
the heel of the aggressor! 

Everyone is interested in what the 


(Continued on page 121) 


Features Easter Housewares 


OUSEWARES sales increased 
at J. M. Warren & Co. store. 
Troy, N. Y., as a result of this ad- 
vertisement which tied in with the 
Easter season. Many _ illustrations 
were used for the purpose of secur- 





OVAL HAM BOILERS 


Grey enamel, 18% in. ae 1%. 





New, simple, quick. Fits the 





This blue 














J.M. 


coRY GLASS 


Wilt hotd = 26 3.55 A highly popular model 
widely acclaimed for beauty 
and performance. Sparkling 


ALUMINUM SQUARE platinum decorated glass 


enamel! roaster holds 
® 14-1b. roast or a nr tasty. 


== 


BUY YOUR 
EGG CUPS NOW 


Just a limited quantity of these 
two-way egg cups. White 
with red band. 


Each 25c 


ARREN & CO. 


HOUSEWARE—PAINTS—HARDWARE 


RIVER STREET AT BROADWAY 





ing the readers’ attention. Prices 


were given on all items to aid cus- 
tomers in judging the special values. 
The unusual values on certain house- 
wares items brought many customers 
to the store. 

















DINNER SETS 
WARREN’S NEW 
SPRING LINE OF 


415” 


Other 53-piece 
sets as low as .. 


7.95 




















A special head suggesting the Easter season served to attract readers’ 
attention to this ad which was three columns wide by 11 in. deep. The 


prices shown are not current prices. 





They were in effect a year ago. 
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MEET ANOTHER ENTHUSIAST 


— for nucuT Files! 































“MORE CUTS WITH NUCUTS” is creating good will 
among shop men the country over for NUCUT Files! 


Yes, — shop men are quick to recognize and appreciate good files. Pushed 
to the limit to meet today’s urgent war production schedules, they appre- 
ciate NUCUT’S deeper, faster, better filing. 

Because of the exclusive, patented, “Wavy Teeth” design, a NUCUT File 
has two kinds of teeth, coarse and fine. Precisely placed in wavy rows, 
these teeth first cut clean and true — then level off the surface smooth. 
Both with the same stroke! 

The result is speedier, more uniform filing, without skidding or scraping. 
Isn’t that what your customers also are looking for? For further infor- 
mation see your jobber. 


HELLER BROTHERS COMPANY 
Newark, N. J. Newcomerstown, Ohio 





America’s Oldest File Manufacturers 


HELLER FILES 
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Youth Day 


A successful promotion with the 
object of pleasing the youngsters 
was a “Youth Day” celebration 
planned by the business men of 


LM 
FEB) res) € 


a 








The children of three 


Elgin, Ill. 
counties were entertained by com- 
munity singing, educational films, 
a hobby exhibit and music by the 
local high school band. The chil- 


dren were furnished with ice 
cream, chocolate milk, candy and 
an Elgin watch dial as a souvenir, 
at the noon lunch. The afternoon 
was devoted to athletic events. 


+ ” + 


Bicycle Parade 


Everyone loves a parade and 
people will go a long ways to see 
a good one. It is always a good 
way to attract the crowds in for a 
special trade day or a sale of some 
sort. Why not try a bicycle 
parade such as the one used at 
Concord, N. H.? Prizes were 
given for the most beautifully dec- 
orated wheels, the most original, 
the most comic and the oldest in 
the parade. 


* * e 


Tree Promotion 


A cooperative trade promotion 
event with a little different slant 
was staged at Oskaloosa, Iowa, un- 
der the name of Oskaloosa Day. 
One of the principal attractions 
was the giving away of 5000 seed- 
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TRADE TRAFFIC BUILDERS 


COMMUNITY PROMOTION IDEAS THAT 
IMPROVE RETAIL HARDWARE SALES 


ling trees for planting—American 
elm, Chinese elm, green ash and 
a few walnuts. The distribution 
headquarters was set up on the 
public square, manned by local 
camp boys. Anyone coming to 
the tree booth was entitled to two 
trees, neatly wrapped and moist 
for planting. The trees cost about 
$65.00 which was considered a 
very small outlay for the general 
interest which the event created. 


To the Dogs 
Alpena, Mich., sponsored the 


Great Northern Coon Dog Derby 
in which more than one hundred 
dogs from every part of Michigan 
and northwestern Ohio were en- 
tered. Another “doggy” event was 
the Annual Field Trials for point- 
ers and setters. Both of these af- 
fairs brought a large number of 
people into town. 


* *s ‘* 
Rose of Sharon 


Does the name of your town, in 
itself, suggest anything in the way 
of a celebration or promotion? 
For instance, what could be more 


ASE J SHARON 
FESTIVAL 


SHARON, lowe 





logical than a Rose of Sharon 
Festival for a town named 
Sharon? The business men of 
Sharon, Iowa—a town of only 
1052 population—thought this one 
out and started their festival ar- 
rangements by planting 1000 


roses as a starter. 










Good Will Tours 
Members of the Chamber of 


Commerce at Savannah, Ga., have 
found it advantageous to recog- 
nize the celebrations of other 


- We 
or? 





smaller cities in their vicinity. 
When these neighboring towns put 
on a festival or celebration, Savan- 
nah sends a large delegation in a 


body. About 150 persons were 
sent to Hampton, S. C., for the 
Watermelon Festival and a like 
number to Glennville for the To- 
mato Festival. The visitors form- 
ed a motorcade of 50 cars. This 
was a very good way in which to 
keep Savannah on the map as the 
largest city in that entire trading 


area. 
* * * 


Beef Show 
Merchants at Kirkville, Mo., felt 


that business in their community 
would be stimulated by increased 
interest in cattle breeding. To de- 
velop more interest in this and 
other farm subjects, they pur- 
chased one of the prize winning 
calves shown at the Producers 
Baby Beef Show and used it as 
the basis for a banquet attended 
by 500 to 600 people interested in 
farm subjects. So that 4-H Club 
boys and girls and the public gen- 
erally might be able to attend, a 
subscription was taken to defray 
part of the expenses for putting on 
the event. 
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: ALWAYS AN R-W TRADITION 
\is 
to OW more than ever you need—and ought to have—good service. 
he Richards-Wilcox offers you good service now just as it always 
1B has in the past six decades. For service—good service—is a 
Richards-Wilcox tradition. And despite the war, we shall make every 
effort to maintain that tradition intact. 

Richards-Wilcox hardware has long been recognized as the world’s 
lt finest. Naturally, during this era of stress, American industry is turn- 
ty ing with confidence to the famous R-W line. . 
ed That means business for R-W dealers. So get the catalog today— 
2 showing the famous R-W products that mean bigger profits for you. 
Remember—R-W offers you free engineering service. Make use of 
a it. Every branch listed below is staffed with engineers. 
rs And don’t forget .. . the traditional Richards-Wilcox service. 
as F 
od 
: Richards-Wil Mfg 
ib ICNardads-YVliCOx LO. 

AHANGE& F AN Y HA zee BD E 
a AURORA, ILLINOIS, U.S.A. 
ay 
yn : “Quality leaves 


its imprint” 
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This display, photographed last winter, includes a compact fishing tackle 
section between the firearms and the basketball and football sections. 


“Where Fishermen Serve Fishermen’ 


Four fishing enthusiasts 
at the Evans Hardware Co. 
serve anglers at Ada, Okla. 


and friendship building possibili- 
ties of providing this service are 
the things that appeal to the firm. 


i 1200 to 1500 


of the more than 15,000 residents 
of Ada, Okla., visit the Evans 
Hardware Co. each year to buy 
fishing licenses. Don Evans, pro- 
prietor, and three of his employees 
are fishing enthusiasts and the 
store advertises the fact that it is 
the place “Where Fishermen Serve 
l'ishermen.” 

These licenses are sold at a 
margin of 25 cents, but the traflic 


Fishing rods, floats and lines 
are on this open table toward 
the rear. Many fishing needs 
are shown in this small space. 


Mr. Evans has conducted an an- 
nual fishing contest for the past 
five years as another means of pull- 
ing traffic into the store through 
the medium of fishing tackle. This 
contest is operated along lines sug- 
gested by a well-known tackle 
manufacturer. Approximately 500 
people, including a number of 
women, register for this event and 
about 50 of them usually bring 
fish to the store for weighing. 
“Entrants do not have to buy 
anything,” says Mr. Evans. “We 
want to get more people into the 
store. We have two chances at an 
entrant—when he registers and 
when he brings in a fish to be 
weighed. Although we don’t sell 
merchandise to all who come to 
(Continued on page 120) 
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When you sell Pittsburgh Welded 
Fence you save 12% to 15% of steel 
for vital war needs! 
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¥ Uncle Sam increased 
/ egg quotas agaim... 

now wants five billion 

more eggs. Pittsburgh 

Welded Poultry Fence 

will be in more de- 

mand than ever, to 

help increase egg pro- 

duction! 
No other woven wire fences of equal gauge are as sturdy, 
strong, and sag resistant as Pittsburgh WELDED-JOINT 
Farm, Poultry, Lawn and Special Industrial Fences. Their 
advanced automatically welded joints assure this! Depend- 
ing on size, gauge and style the elimination of steel-con- 
suming joint wraps and locks actually conserves 12% to 


15% of this vital metal for other purposes! 
When you sell Pittsburgh WELDED-JOINT Fences 
you (1) give your customers a modern full strength type of 


fence, (2) release vital steel for other imperative needs. 


The Pittsburgh line includes a range and design to 
meet all needs, including the smooth, non-raveling Close- 
Mesh Welded Fence Fabrics for “101” uses. 


PITTSBURGH STEEL COMPANY 


1621 GRANT BUILDING PITTSBURGH, PENNA. 





Pittsburgh Fences and Fabrics © 
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Salesmen 





News of Retailers, Jobbers, 


and 





READ IT IN HARDWARE 


NEWS OF 
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15-MONTH LIMIT FOR 
INSTALLMENT SALES 


Down payments increased from 20 to 33 1/3 
per cent for refrigerators, washing machines, 
ironers, and other appliances and products. Bi- 
cycles, lawnmowers will be subject to regulations. 


Imposing new restrictions on 
installment buying, the Federal 
Reserve Board has ordered into 
effect on March 23 regulations 
which will shorten the payment 
spread by three months for all 
except six items; increase the 
minimum down payment on many 
articles, and add seven new ones 
to the list. 

The standard limit for pay- 
ments will be cut from 18 to 15 
months for all credits subject to 
the regulation except residential 
modernization, plumbing,  fur- 
naces, water heaters, water 
pumps, and pianos. 

Down payments will be in- 
creased from 20 per cent to 





33 1/3 per cent for refrigerators, 


washing machines, ironers, 
vacuum cleaners, electric dish- 
washers, room unit air-condition- 
ers, sewing machines, radio, 
phonographs, and musical instru- 
ments. 

Down payments on furnaces, 
water heaters, water pumps, and 
plumbing will be raised from 15 
to 20 per cent, and, on home air- 
systems and _ attic 
from 15 to 


conditioning 
ventilating fans, 
33 1/3 per cent. 

Bicycles, lawn mowers, silver- 
ware, and photographic equip- 
ment were added to the list of 
articles subject to regulation and 
a one-third payment re- 
quired. 


down 





RESTRICT PROCESSING 
AND DELIVERIES 
OF AGAVE FIBERS 


An order, M-84, to conserve | 
the supply of agave fiber and | 
cordage and twine was announced | 
Feb. 21, by WPB. The order, 
effective Feb. 20, in general re- 
stricts deliveries of agave fibers 
to the Defense Supplies Corp. 
Contracts entered into prior to 
the date of the order may be 
filled, and fiber rejected by the 
Defense Supplies Corp. may be 
delivered without restriction. 
Processors of agave wrapping 
twine were notified by WPB Feb. 
24 that they were permitted to 
process during February 100 per 
cent of their average monthly 
sales in 1941. The order orig- 
inally provided for only 80 per 
cent production in February. The 
processing of agave for wrapping 
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twine is limited further as fol- 
lows: in March, 70 per cent; 
thereafter, 65 per cent. 

For binder twine, needed for 
harvesting grain, the order per- 
mits the manufacturer for the 
year ending July 31, 1942, of 110 
per cent of processor’s total sales 
during the 12 months ending Oct. 
31, 1941. The Director of In- 
dustry Operations is authorized 
to increase that amount if, in his 
opinion, additional quantities are 
needed to handle the 1942 har- 
vest. 

Purchase and sales of agave 
wrapping and binder twine are 
also restricted. No dealer may 
order, purchase, or accept de- 
livery of more than 60 days’ sup- 
ply of binder twine, based on his 





average monthly sales for the 
previous three months. Persons 
other than dealers are limited to 
a month and half’s supply. 

Binder twine made of agave 
fiber may be delivered to and 
used by persons having contracts 
for delivery of sand bags on de- 
fense orders. WPB telegraphed 
on March 5 all manufacturers of 
binder twine to this effect. Previ- 
ously, binder twine was restricted 
by Order M-84, to be used in 
connection with agricultural prod- 
ucts. A formal amendment per- 
mitting binder twine to be used 
for sewing up sand bags is ex- 
pected to be issued soon. 

WPB has also amended Order 
M-84 to permit importers to carry 
out contracts with dealers entered 
into before Feb. 20, the date of 
the original order, and to permit 
dealers to carry out contract with 
jobbers and processors entered 
into before Feb. 20. The original 
order provided only for importers 
to carry out contracts with proc- 
Dealers and jobbers were 
not included. 


essors. 


HEATING LUXURIES 
TO DISAPPEAR 
FOR DURATION 
(Washington Bureau 
of HARDWARE AGE) 

Fancy radiators, concealed 
piping, and other heating equip- 
ment luxuries will probably dis- 
appear from trade channels for 
the duration of the war, it has 
been indicated by the Plumbing 
and Heating Branch of WPB. 
At a meeting called by the 
Branch to discuss simplification 
of vapor and vacuum specialties, 
manufacturers agreed to simplify 
the number of sizes of radiator 
valves, trap bodies, and other 
items in order to save productive 
capacity and critical materials. 

The simplification program 
will probably include the use of 
cast iron in a number of parts 
which formerly consumed brass, 
and elimination of several con- 
nection pieces which allowed for 
concealed radiation. 

Army and Navy purchasing 
agents will soon specify the sim- 
plified equipment, it was indi- 
cated at the meeting. Terms of 
the requirements will be issued 
as a separate schedule to Limita- 
tion Order L-42. 








LOU BRADEN 


BRADEN, GEN. MGR. 
FOR LOGAN-GREGG 


Lou Braden has been named 
general manager for the Logan- 
Gregg Hdwe. Co., wholesale 
hardware firm of Pittsburgh, Pa. 
Mr. Braden is well known to the 
hardware trade having begun his 
career with the Wyoming Shovel 
Co. and was sales manager for 
that company at the time of its 
merger with the Ames Baldwin 
Co. He then joined the sales 
department of the American Fork 
& Hoe Co., leaving that company 
four years ago to become asso- 
ciated with the Pittsburgh Sup- 
ply Co., Pittsburgh, Pa. 

In his capacity as general man- 
ager for the Logan-Gregg or- 
ganization, Mr. Braden will have 
full charge of the sales activities 
and traveling salesmen. 





BUTLER BROS. COMBINES 
ELECTRICAL GOODS IN 
ONE DEPARTMENT 


Butler Brothers, Chicago, IIl., 
is segregating all electrical good - 
in one department, and has ap- 
pointed Charles W. Gibson as 
buyer for all 7 houses of the 
company. Mr. Gibson has been 
with Butler Brothers since 1929, 
and has been working with hard- 
ware and electrical goods during 
this time, having been a _ mer- 
chandise department head and a 
developer of these lines through 
research and market analyses. 
His office will be in Chicago, 
where all company buyers are lo- 
cated, save those buying fashion 
goods who are in New York. 
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HOME RADIO-PHONOGRAPH 
PRODUCTION HALTED APRIL 22 


The War Production Board 
has ordered the manufacture of 
radios and phonographs for ci- 
vilian use to be discontinued 
after April 22, 1942. 

The plants may complete sets 
on which they begin assembly 
work on or before April 22, 1942, 
under the limited quotas pro- 
vided for in the original order 
(L-44). They may also continue 
to make replacement parts. 

Other than that the entire fa- 


cilities of the American radio in- | 


dustry will be made available for 
war production. 

The order stipulates that no 
manufacturer shall use more 
than $500 worth of parts and 
materials ordered after February 
11, 1942. However, it does not 
impose any limitation on the pur- 
chase of wooden cabinets. The 
$500 ceiling on orders is to 
permit the purchase of a limited 
quantity of incidental items to 
complete production by April 22. 

The order affects 55 companies 
manufacturing home _ receiving 
sets who in 1941 employed ap- 
proximately 30,000 persons, pro- 
duced more than 13,000,000 sets, 
and did a business of approxi- 
mately $240,000,000. In the man- 
ufacture of these more than 13,- 
000,000 sets for civilian use the 
following amounts of critical 
material were used: 2100 tons of 
aluminum, 10,500 tons of copper, 
280 tons of nickel, and 70,000 
tons of steel. 

War equipment to be produced 
by the radio industry will in- 
clude airplane detection equip- 
ment, to detect approaching 
enemy aircraft, and transmitting 
and receiving equipment to en- 
able our armed forces—on land, 
on sea, or in the air—to com- 
municate with each other. 

Military orders already placed 
for war radio equipment amount 
to more than $1,000,000,000. Or- 
ders of approximately $500,000,- 
000 are held by the 55 companies 
affected by this order; the 
balance are held by companies 
not usually engaged in the man- 
ufacture of home radio sets. 
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Production of home radios was 
originally curtailed in an order 
issued in January which pro- 
vided that between January 23 
and April 23 the large manufac- 
turers were limited to 55 per cent 
of their rate of production in the 
first nine months of 1941, and 
small manufacturers were limited 
to 65 per cent. It is expected 
that under the terms of that or- 
der approximately 3,000,000 ra- 
dios will be built this year before 
the cutoff goes into effect. 


Manila Cordage Quota 


Robert Berner, chief of the 
radio section of the War Produc- 
Board, that the 
version will not result in unem- 


tion said con- 
ployment for any appreciable pe- 
riod; in fact, employment in the 
radio industry will greatly in- 
crease after the switch has been 
made from civilian to military 
production. It is expected that 
more than 95 per cent of the 
conversion will be completed be- 
fore June 30 of this year. 





Restrictions Lifted 


Manufacturers of manila cord- 
age are permitted, under Amend- 
ment No. 4 to General Prefer- 
Order M-36, issued on 
March 7, to sell or deliver dur- 
ing the five-month period of 
March 1 to Aug. 1, 1942, five 
times their monthly quotas (basic 
monthly privilege) fixed in 
Amendment No. 3. The monthly 
quota amounts to 70 per cent of 
the average monthly sales during 
1939. 

Amendment No. 3 prohibited a 
cordage manufacturer from sell- 
ing in any one. month more 
manila cordage than his monthly 
quota. Later it was learned that 
February, March and April is 
normally the cordage manufac- 
turers’ peak selling season and 
that the restrictions on a 
monthly basis would work an 
undue hardship. By lifting the 
monthly restrictions, a cordage 
manufacturer will not use more 
manila fiber than if the restric- 
tion remained but will permit 
him to take advantage of the 
peak season. 

Amendment No. 4 makes an- 


ence 


other change. The previous 
amendment limited deliveries to | 
six times a manufacturer's | 


monthly quota from the date of | goods section. 


the issuance of the order (Feb. 
20) to August 1. That was based 


on what was expected to be a 
six-month period—from Feb. | 
to Aug. 1. When the order was 
issued, on Feb. 20 instead of on 
Feb. 1, as intended, the language 
remained the same. 


ment issued restricted both de- 
liveries and sales between March 


basic monthly poundage. 

WPB also issued an interpre- 
tation to Amendment 
clarify the definition of manila 


manufacturers of manila cordage 
as to whether the order applied 
to manila cordage manufactured 
in the Philippines but now lo- 
cated in this country. The order 
applied to all manila cordage 
located in this country, regard- 
less of where it was manufac- 
tured. An interpretation was is- 
sued to clear up that point. 


AUVIL JOINS OPA 

J. S. Auvil has become asso- 
ciated with the Office of Price 
| Administration, Washington, D. 
C., in the consumers’ durable 
Mr. Auvil 
| formerly with Greer & Laing. 
| Wheeling, W. Va. 





was 


| 


However, | 
with February gone, the amend- | 


1 and August | to five times the | 





LEWIS HERNDON 


Whose appointment to OPA 
was announced in the March 
5th issue of Harpware Ace. 


Mr. Herndon is a former vice- 
president oj the Belknap Hdwe. 
& Mfg. Co., Louisville, Ky. 


} 


FAIRBANKS-MGRSE 

ACQUIRES STOVER 

IMPLEMENT LINES 
Fairbanks, Morse & Co., Chi- 
cago, Ill., has announced acqui- 
sition of the farm implement 
lines formerly manufactured by 
the Stover Mfg. & Engine Co., 
Freeport, Ill. The transaction 
includes jigs, patterns, patents 


| and the good will of the Stover 


. 


No. 3 to | 


cordage. After the issuance of | 
Amendment No. 3 there was | 
some confusion among certain 


Co. 

Repair parts for the Stover 
implement line will, in the fu- 
ture, be obtainable from the 


Woodmanse Co., also of Freeport, 
Ill., who have taken over some 
of the personnel of the former 
Stover company, who are familiar 
with the repair parts portion of 
the business. 


The dealer of Fair- 


division 


| banks, Morse & Company sells 
| a complete line of home water 


systems, electric lighting plants, 
windmills, pump jacks, farm en- 
gines and hammer-type feed 
mills, most of which are manu- 
factured in its Beloit, Wis., 


| plant. 





Fairbanks, Morse & Company 
dealer lines which are somewhat 


parallel in scope with those 
formerly manufactured by the 
Stover Company, will be made 


available to former Stover deal- 
ers wherever possible. 
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MARSHALL-WELLS CO. ANNOUNCES 


IMPORTANT EXECUTIVE CHANGES 
AND CANADA BRANCHES 


IN U.S.A. 


Seth Marshall, president, Mar- 


shall-Wells Co., Duluth, Minn., 
has announced several major 
changes in the executive per- 


sonnel of both the American and 
Canadian branches of that com- 
pany. J. F. McMullen will move 
from Edmonton to Winnipeg to 
supervise all Marshall-Wells Can- 
and will be sue- 


adian houses 


ceeded as Edmonton manager by | 


W. M. Irwin now in Duluth as 
manager. O. E. Stevens, who has 
been manager at Billings, Mont., 
will take Mr. Irwin's place at 
Duluth Geo. S. McQuade, 


now sales manager at Duluth will 


and 


become Billings manager. 


Warren Hartwell, now sales 


manager at Portland, Ore., will 
now take that responsibility at 


Duluth and Otto Lamb, now as- 


sistant sales manager at Port- 
land becomes sales manager at 
that point. 

Reg Hobday becomes sales 


promotion manager for all Can- 
adian branches with headquarters 


at Winnipeg and Harry Cullis, 
Edmonton sales manager moves 
to Winnipeg in that same ca 


pacity to be succeeded at Ed- 
monton by George McNeil, previ- 
charge of industrial 
that branch. 


Kirkpatrick, 


in charge of sporting goods and 


ously in 
sales at 


Harry formerly 


cutlery at Calgary, has been ap- 
pointed to a similar capacity at 


Winnipeg and has been suc- 


ceeded at Calgary by H. S. Mid- 
dleton, formerly of the Calgary 
sales department. 


OPA Asks Withdrawal 
of Wholesale-Retail 


Refrigerator Price Rises 


that 
domestic 


A peremptory request 


wholesale and_ retail 


mechanical refrigerator prices be 


restored immediately to the level 
of February 2 
by Price Administrator 
Henderson in a telegram directed 
at distributors, and re- 
tail outlets. 


was made today 


dealers 


The telegram charged that “in- 
flationary and unfair” price in- 
creases had occurred on a nation- 

War 
refrig- 


since the 
Board 
erator stocks on February 14. 
that 
prices which manufacturers can 


wide seale 


Production froze 


Pointing out maximum 
charge for domestic refrigerators 
were established by OPA on Feb- 
2, Mr. 


sage said: “I am requesting the 


ruary Henderson’s mes- 


immediate withdrawal of any re- 


tail or wholesale increases on 


Leon | 


domestic mechanical refrigerators 
which have been made since Feb- 
ruary 2, the immediate reestab- 
lishment of wholesale prices in 
effect on February 2, 
withdrawal of any retail prices 
which are above the suggested 


and the 


retail prices shown on manufac- 
turers’ price lists.” 

Private brand _ refrigerator 
prices, the Administrator stated, 
also should be brought back to 
the February 2 level. 

The telegram was sent to re- 


frigerator manufacturers, mail- 


| order houses, volume distributors, 


| retail 


trade associations for dis- 
semination to all wholesale and 
outlets. Those 
the telegram were asked to air- 
mail to OPA copies of their com- 
munications to distributors, deal- 
ers and retail outlets, informing 
them of “this urgent request.” 


and 


receiving 





| 


| 
| 





' 








R. B. TUCKER 


NAMED DIRECTOR 
PTTSBG. PLATE GLASS 


R. B. Tucker, director of glas-~ 
sales of the Pittsburgh Plate 
Glass Co., has been elected to 
the board of directors of the 
company, succeeding H. A. Galt 
of Akron, Ohio. 


Mr. Tucker has been asso- 
ciated with Pittsburgh Plate 
Glass Co. since 1929 when he 


was appointed manager of glass 
Previous to that time he 
was president of the Standard 
Plate Glass Company. 


sales. 


HALL NOW BUYER FOR 
AMERICAN HDWE. SUPPLY 


Virgil Hall has been appointed 
buyer of tools, guns, ammunition, 
toys, hardware, cutlery, etc., for 
American Hardware Supply Co., 
41-43 Terminal Way, South Side, 
Pittsburgh, Pa., dealer-owned 
wholesale house. Mr. Hall, who 
succeeded G. Edw. Reinert, was 
previously affiliated with Roberts 
Hardware Co., Clarksburg, W. Va. 





NUTMEGGERS MAKE MERRY at their annual party held in conjunction with the annual convention of the Connecticut 


Hardware Association. 


ing the banquet, were several dancing and singing acts. 
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This year’s event was held Wednesday evening, Feb. 18, at the Hotel Bond, Hartford, Conn. Follow- 
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Shapleigh Appoints New Bayer 


And Also New Sales Managers 


The Shapleigh Hdwe. Co., St. 
Louis, Mo., has announced the 
appointment of Basil O. Temple 





B. O. TEMPLE 


as sales manager for Missouri; | 


the appointment of J. W. Burk as 
sales manager of the Southwest 





J. W. BURK 


named as assistant sales 
manager to Mr. Temple. 

Mr. Temple joined Shapleigh 
in 1933, having previously trav- 
eled for the A. J. Harwi Co. for 
13 years. For Shapleigh Mr. 
Temple traveled a Topeka, Kan., 
territory, and in 1941 was 


| been 





brought into the house as co-sales 


manager of the home division. 


Mr. Burk joined Shapleigh in 


1919 and in a year’s time was | 
given a territory. He was re- | 
turned to the house as co-sales 


manager of the Southwest divi 
sion in 1940. 





E. L. JOHNSON, JR. 


Mr. Johnson has been with the | 


company since 1925. For more 
than a year he served in the 
inspection department, devoting 
most of his attention to tools and 
cutlery. Following this he _ be- 


| came a specialty salesman until 


division, and the appointment of 
Eugene L. Johnson, Jr., as buyer 
of tools. James T. Riley has 


March, 1931, when he was as- 
signed a regular territory. In 1934 
he was appointed assistant tool 
buyer. 


Voluntary Freeze of 
Sporting Goods Prices 
Requested by OPA 


Manufacturers of all sporting 
goods and hunting and fishing | 
equipment hdve been called upon | 
by Price Administrator Hender- 
son to prevent prices from ad- 
vancing beyond those in effect | 
Jan. 10, 1942. Although the let- | 
ter is directed only to manufac- 
turers, Mr. Henderson makes 
plain that its purpose is to con- 
trol retail prices as well. 

“It has been noted that sub- 
stantial advances have occurred 
in the prices of sporting goods,” 
the letter says. “It is important 
that these prices remain stable, 
particularly since sporting goods 


| 





MARCH 19, 1942 


are needed for civilian recreation 


and are important in the mainte- | 


nance of civilian morale.” 


The letter asks not only that 


prices be kept from advancing 
above the levels existing Jan. 10, 
but that any advances that may 


| have been effected since that date 


be rescinded. Manufacturers 
who experience cost increases 
that make it difficult to hold 
prices to the Jan. 10 level are 
asked to inform the OPA of any 
contemplated advance. Advance 
notice of prices to be set for any 
new items introduced also is re- 
quested. 



























































































































Shots heard ‘round 
the world! America in arms! Amer- 
ica at war! Fighting machines—in- 
dustrial machines—men who fight— 


The 


Pearl Harbor! 


men who work—men who die. 
lines must hold . . . the fighting lines, 
the supply lines, the production lines. 
The effort must be __ intensified. 
Indestro tools are cogs in the wheels 
of American war industry. They are 
manufactured in larger quantities 
than ever before to meet the increas- 
ing requirements of the rapidly ex- 
panding industry. 








| WPB Orders Simplified 
| Pipe Fittings Program 


| 
| 
| 


| Reduction 


(Washington Bureau 

of HARDWARE AGB) 
Simplification of pipe fittings 
has been ordered by WPB in 
Schedule II to Limitation Order 
L-42 covering plumbing and 
heating equipment. Schedule I, 
issued Feb. 11, required simpli- 
fication of iron, brass and bronze 
valves. The pipe fittings sched- 
ule, in its entirety, has already 
been issued as a simplified prac- 
tice recommendation by the De- 
partment of Commerce Bureau of 
Standards under No. R185-42. 
under this program 
of the number of fittings in cur- 
rent use from more than 8500 
to less than 3000 will satisfy 92 


| to 94 per cent of all demand, 


| 
| 


according to the Plumbing and 


| Heating Branch of WPB. 


After March 1, grey cast iron, 
malleable brass, or 
bronze pipe fittings not conform- 


iron, or 





| schedule eliminates 


ing to the established schedule 
may not be produced, except 
with the express permission of 
the Director of Industry Opera- 
tions. Provision is made, how- 
ever, for the delivery of pipe 
fittings held in a finished form 
by a producer on March 1, or 
those which had been processed 
in such a manner that their man- 
ufacture in conformity with the 
schedule would be impractical. 

WPB officials said that use of 
the simplified pipe fittings sched- 


ule would release substantial 
amounts of critical materials 
which would otherwise be tied 


up in slow-moving stocks. The 
more than 
3600, or 73 per cent, of the cast 


iron fittings formerly produced; 
lover 1100, or about 50 per cent, 
of the malleable iron fittings; 


| and 784, or about 60 per cent, of 


the brass or bronze fittings. 


New Regulations For Use 
Of PD-1A and PD-3A 


The date on which PD-1A and | rating has been served may ex- 


PD-3A forms must be used in 
place of forms PD-1, PD.3, PD-4 
and PD-5 has been postponed 
from March 2 to March 15 by 
amendment No. 1 of Priorities 
Regulation No. 3, issued by the 
Director of Industry Operations. 

Other changes in Priorities 
Regulation No. 3 are as follows: 

The Selective Service System 
has been added to the list of 
agencies by which PD-3A’s will 
In conformity with 
procedure already established, 
the use of PD-3A certificates by 
the Procurement Division of the 
Treasury and by the Surplus 
Marketing Division of the De- 
partment of Agriculture has been 
specifically confined to lend- 
lease contracts. PD-1A 
cates may also be used to rate 
purchases under lend-lease con- 
tracts or purchases by or for the 
account of foreign governments. 

An addition to paragraph (a) 
provides that after March 15 
preference ratings which have 
been assigned prior to that date 
on PD-3, PD-4 and PD-5 cer- 


tificates must be extended in con- 


be issued. 


| formity with the provisions ap- 


plicable to PD-3A. 
A new paragraph, (e) (4), 
provides that any person on 


certifi- | 





and the 


tend it only as A-l-a if he is 
able to fill the order from his 
own inventory. This paragraph 
prevents the extension of emer- 
gency ratings where no emer- 
gency exists. 

Another new paragraph, (e) 
(5) provides that the extension 
of preference ratings assigned by 
PD-3A certificates may be sub- 
jected to such further provisions 
as may be prescribed by supply 
arms or bureaus of the Army or 
Navy, with the approval of the 
Army and Navy Munitions Board 
Director of Industry 
Operations. 


ISSUE NEW LIST OF 
AMERICAN STANDARDS 


The American Standards Asso- 
ciation, 29 W. 39th St, New 
York City, has announced publi- 
cation of its new list of Amer- 
ican Standards for 1942. Nearly 
500 American Standards are 
listed in a wide variety of indus- 
trial fields and in the fields of 
industrial and _ public safety. 
There is a separate heating for 
American Defense Emergency 
Standards—developed specifically 
for defense purposes. List is 


whom an order bearing an AA | available free. 
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Executives Bigelow & Dowse Co., left to right: Jos. Kennedy, 
sales manager; J. F. Miller, vice-president; J. S. Dillingham, 
president; Leon A. Paine, assistant treasurer. 


Bigelow & Dowse Dealer Meeting 


The 13th semi-annual meeting 
of the Bigelow & Dowse dealers 
took place at the Boston City 
Club, Boston, Massachusetts, on 
Feb. 23, 1942. There were 440 
stores represented, the largest at- 
tendance in the history of these 
all-day meetings. 

The dealers were welcomed by 


I. S. Dillingham, president, who | 


discussed the future of the hard- 
ware business. He stated that it 
would be harder to do business 
because the present problem was 
not one of selling but in selecting 
and obtaining goods. He assured 
the dealers that the company was 
in excellent condition to serve 
them as the stock had been pur- 
chased last fall. 

Jos. Kennedy, sales manager, 
followed and spoke on the need of 
the dealers in being alert to the 
profit possibilities of lines other 


than the regular lines they had | 


previously been selling. He point- 


ed out how the type of merchan- | 
dise displayed has been changed 
changing | 


in keeping with the 
times. Dealers were warned of 


the new competition they faced 
from auto and electrical accessory 
firms which will, out of necessity, 
try to obtain hardware items to 
sell. The company has refused to 
cell such firms in order to help 
the dealers face this new type of 
competition, he said. Mr. Ken- 
nedy also spoke on how necessary 
it was for the dealers to continue 
their advertising, the importance 
of going after new customers, and 
of the help Bigelow & Dowse 
Company offered them. 

Leon A. Paine, assistant trea- 
surer, spoke on collections and 
warned the dealers to watch them 


| carefully particularly because of 


the increased income tax 
ments due March 15. 

Horace Aikman, Cazenorra, 
N. Y., member N.R.H.A. Advis- 
ory Board, advised his listeners 
to watch their competition and 
the new competition they would 
get from tire, accessory, and ma- 
ior appliance dealers. He urged 
the dealers to work with their 
jobbers in meeting this competi- 
tion and be loyal to them. 


pay- 


Fire Equipment Materials Cat; 
Foam-Antifreeze Extinguishers Hit 


The War Production Board 
announced on Feb. 26, the is- 
suance of Limitation Order L-39 
on Fire Protective Equipment, 
drastically curtailing the use of 
copper, aluminum, chromium, 
zinc, and a dozen other strategic 
commodities. 

The order sets forth specific 
products for which the aluminum 
and other materials may be used, 
and bars all others. Assembly 
of parts already fabricated on 
the effective date of the order is 
permitted, however, to fill defense 
orders with an A-2 or better rat- 
ing. 

The order also limits the pro- 
duction of foam _ extinguishers 








ing any quarter to 25 per cent of | 


the production for the 12-month 
period ending Nov. 30, 1941, ex- 
cept to fill government or lend- 
lease orders. 

At the same time a companion 
order to L-39 was announced, de- 
signed to help fire 
equipment manufacturers secure 
necessary materials. This order, 
Preference Rating Order P-108, 
assigns a rating of A-7 for de- 
liveries of steel pipe, cast-iron 
pipe, and cast-iron fittings, and 
an A-3 rating for deliveries of 
other material required to fill 
defense orders, when the kinds 
and quantities of materials are 
specifically authorized by the Di- 


and antifreeze extinguishers dur-| rector of Industry Operations. 
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protective | 
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fatchdog 


OF YOUR PROFITS! 


ZOURI STORE FRONTS, with safe, secure cush- 
ion grip on show window glass, offer progres- 


sive merchants everywhere the best cushion 


against the uncertain times ahead. Now, while 


sales are good and while most Zouri dealers 


still have ample stocks on hand, is the time to 


(= | + 














NF 


ACT NOW! 
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Zouri Store Fronts, Niles, Michigan 
illustrated booklet on Zouri Store Fronts 


Rush my copy of the new 


NAME _ 


mf 





ADDRESS . — 
CITY 





‘ 


put in a new Zouri Store 


Front. Send coupon today! 


STORE 
FRONTS 
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Howson all did their bit in pro- 
viding interesting sessions. 

National President Harry O. 
| Davis announced the forming of 
a new Pot and Kettle Club at 
| Spokane on Feb. 14. Copies 
| of the Assembly of the Asso- 
| ciated Pot and Kettle Club of 
| America have been mailed all 
| members. This booklet was as- 
| sembled by Los Angeles club 
|} members O. M. Thompson and 
W. C. Hitt. 







Build Business ¥ 
and Profits 


WITH 


SIMONDS 

































HDWE. SQUARE CLUB 
ELECTS OFFICERS 


At the recent meeting of the 





Hardware Square Club, New 
. ; — | York City, the following officers J 
7 | were elected: LeRoy B. Fowler, 
C t 4 Whose election as president | president; A. C. Flamman, first 
rescen ro of Farwell, Ozmun, Kirk & | vice-president; Conrad Kunz, 
a — — er) the | second vice-president; Fred Dem- 
d on page o ‘ : * aces p 
March 5 issue o HARDW ARE | 2° third Oi ee and 
ial AGE. Mr. Anderson succeeds | aceeanety Robert G. Loe >a S 
C. H. Bigelow, retired. Warren St. New York City; 
| Fred Scholl, treasurer, and John 
| H. Tracy, financial secretary. f 


SAWS 


100% Simonds quality-control . . . 
from melting steel to finish grinding 
. .. dictates a guarantee to your cus- 
tomers that Simonds Crescent Ground 
Crosscuts will cut more timber with 
less elbow-grease, and stay sharp 
longer, than any other saw. This is the 
quality looked for by every logger, 
contractor and farmer. Give it to them 
with Simonds Saws... and sell them, 
too, Simonds special Red Tang Cross- 
cut Saw Files... a profitable accessory 
line. Your customers will keep com- 
ing back for plenty more of both. 


SIMONDS SAW AND STEEL COMPANY 
FITCHBURG, MASS. 


‘ 
| PHILA. HOUSEWARES ’ 
CLUB ELECTS OFFICERS 

J 
I 





At the recent annual election 
of officers of the Housewares 
| Club of Philadelphia, Pa., the 
| following were elected: president, 

Russell E. Bragg, divisional sales 
| manager, A. S. Boyle Co.; first 

vice-president, Morris Yeager, ex- 

clusive distributor; second vice- 
| president, S. E. Karfunkle, manu- 
| facturers’ representative ; 
| treasurer, Lee Baker, The Wash- 
} burn Co. (re-elected) ; secretary, 
Samuel Ospow, E. J. McAleer Co. 
| (re-elected). 








H. B. HALL 


New secretary of Farwell, 

| Ozmun, Kirk & Co. Mr. Hall 
is a new member of the official | 
family although he has served | 
as a member of the board for | 
a number of years. He first be- | 
came associated with the com- 
pany in 1892 as an office boy. 
He is in addition to his new | 
position, buyer for tools, shelf | 
hardware, bolts, wagon hard- 
ware, and many unclassified | 
lines. 





POT & KETTLE NEWS 


| A series of interesting lunch- | 





| eon speakers have done their 
part in holding up the Los 
Angeles club’s high percentage 
of attendance. National presi- Directors are: William A. Gra- 
dent, Harry O. Davis, of Savory ham, E. J. McAleer Co.; Her- 


AWS ' fame, presented a_ black-face | man Kesler, sales manager, F. C. 


RUSSELL E. BRAGG 


THE PROFIT-BUILDING comedian and showed films of | Castelli Co.; William H. Max- 


the last national convention at | well, 3rd, manufacturers’ repre- 
LINE OF QUALITY CUTTING TOOLS... Gearhart for his part of the en-| sentative; Samuel Moss, Lit 
tertainment. Frank C. Hartford, | Bros.; Jean Stevens, Lit Bros., 
b CUT SAWS © PIKES © RRCKSAWS * SOLID-TOOTH CIRCULAR SAWS Jr., John A. Morris, Carl Hob-| and John C. Tansey, Griswold 
Alte ea son and Vice-President A. H.| Mfg. Co. 
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Officers and directors of Franklin Hardware & Supply Co., 


front row: B. F. Maurer, vice-president; F. Leon Herron, secre- 
tary and general manager; Charles F. Parvis, president; John S. 
Walker, treasurer; second row: Harry D. Kaiser, executive com- 
mittee; George R. Park, Jr.. Wayne, Pa.; Charles P. Reinboth; 
Horace D. Goodwin and Edmund Zitzer, executive committee. 





All are of Philadelphia, excepting Mr. Park. 


Franklin Hardware Holds Convention 


One hundred hardware dealers 
and retail salesmen attended the 
convention of Franklin Hardware 
& Supply Co., 422 Commerce St., 
Philadelphia, Pa., dealer-owned 
wholesale house, held Feb. 25 at 
the company’s headquarters. 
Charles F. Parvis, Philadelphia, 
president, welcomed stockholders, 
members and guests. urging all to 
give some time to civilian defense 
efforts. 

William M. Stout, general man- 
ager, American Hardware Sup- 
ply Co., Pittsburgh, Pa., dealer- 
owned wholesale house, reviewed 


that company’s history under its | 


present management. He stressed 
the need for dealer loyalty and 


distinct from improvements and 
betterments. 

F. Leon Perron, secretary and 
general manager, suggested di- 
versification with new lines such 
as giftwares. He urged dealers to 
| go after defense requirements 
business and priorities business 
and advised reading HarpWARE 
Ace for information on this sub- 
ject. The company’s business so 
far this year, he reported, was 
|already equal to 20 per cent of 
the quota set for 1942. The tech- 
nicolor sound film, “How Does 
Your Garden Grow” was ex- 
hibited by American Agricultural 
Chemical Co., New York City. 

Officers are: Mr. Parvis, presi- 





urged all to devote as much time | dent; B. F. Maurer, vice-presi- 
as possible to selling as “there’s | dent; John S. Walker, treasurer, 
building to do in °42.” }and Mr. Perron, secretary and 

Charles C. Hunsaker, Jr., Phil- manager. Members of the execu- 
adelphia Office, Priorities Field | tive committee are Harry D. 
Service, War Production Board, | Kaiser and Edmund Zitzer. All 
said priorities means “putting | excepting Mr. Perron are mem- 
first things first.” He told of the | bers of the board of directors to- 
different types of orders and | gether with Horace D. Goodwin. 
cautioned that P-100 orders are | Charles P. Reinboth and George 
for repairs and maintenance as!R. Park, Jr., Wayne, Pa. 


Commercial Refrigeration Gets Aid 
by A-10 Rating Given Under P-100 


Priority assistance for the| and restaurants among the uses 
maintenance of _ refrigerating | for which this preference rating 
equipment in stores and restau-| may be assigned. 
rants has been granted by | 
Amendment No. 2 to Preference 
Rating Order P-100. Under the 
terms of Order P-100, a prefer- | IMPORT, EXPORT GUIDE 
ence rating of A-10 is assigned | The 1942 edition of the Custom 
to materials for repair and| House Guide is now available at 
maintenance of equipment for| $15.00 per copy plus postage. 
specified industries and opera-| This new edition is over 1,500 
tions. The recent amendment in-| pages, thumb-indexed. Address 
cludes the maintenance of re-| Box 7 Sta. P., Custom House, 
frigerating equipment in stores| New York City. 
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Housing 


The 9200 Champion Cast 
Iron Mail Box is designed 
to harmonize with all 
types of homes and con- 
structed to last a lifetime 
. . the 9200 is being 
widely used in National 
Defense Housing. 


* 
* 
* 





National Defense Housing 
should be a matter of great con- 
cern to you who sell building 
hardware. It is most important 
that your stock includes those 


items specified for these projects. 


Check your stock of Champion 
and order those items today that 
will give you the selling edge of 
quality on Defense Housing bids. 





























THE CHAMPION HARDWARE COMPANY 


reet, NEW YORK, N. Y 

















NATIONAL 
ADVERTISING! 


























FRANKLIN GLUE ads in THE SAT- 
URDAY EVENING POST and other 
national magazines are directing mil- 
lions of hobbyists, craftsmen and main- 
tenance men into hardware stores for 
this amazing wood adhesive that’s used 
as is, without heating, mixing or waste. 
And this attractive 
display makes sales 
on sight for FRANK- 
LIN, new-type hide 
glue in liquid form. 
Special introductory 
offer on first order. 







IN STEP WITH 
DEFENSE HOUSING 


“TEGCO’s” modern glass pull fits new 
Builders Hardware Specifications 


Glass is the material recommended for 
builders hardware in America’s Defense 
Housing Program...and here is our new- 
est drawer pull! The modern design and 
colors of this pull fit it into the interior of 
any home. There is nodelayin filling your 
orders no matter how large...available 
for immediate delivery in any quantity. 


Manufactured by TECHNICAL GLASS CO., INC. 
2050 E. 48th St., Los Angeles * 297 Mercer St., New York 








VICTORY SLOGAN WINNERS: Andrew Madrak, Anne 
Siwiak, and Frank Naples receiving awards from H. I. Lewis, 
general manager, Corbin Screw Corp., New Britain, Conn., for 
their prize winning “Work for Victory” slogans. Mr. Madrak’s 
winning slogan, “Corbin Production Will Speed Axis Destruc- 
tion,” won him first prize, a $50 Defense Bond. Miss Siwiak. 
runner-up, received a $25 Bond, and Mr, Naples was awarded 
$10 in Defense Stamps. Fifty honorable mention prizes of $2 
in Defense Stamps were also awarded. Altogether Corbin Screw 
Corp. workers submitted more than 7,500 “Work for Victory” 





slogans. 


NEW LIST OF ESSENTIAL 
DEFENSE HOUSING 
MATERIAL 


A new defense housing essen- 
tial list has been issued by the 
War Production Board, more spe- 
cific than the original issued 
Sept. 19, which it supersedes and 
nullifies. The new list is based 
on the present critical position 


' of many materials essential to 


the construction and equipment 
of housing, and is subject to re- 
vision. 

Among major changes are: 
steel bearing plates and tin coat- 
ing are eliminated, use of metal 
lath is further curtailed; arm- 
ored cable, metallic cable, metal- 
lic raceways, and metal outlet 
boxes are allowed only where 
other methods are prohibited by 
the national electric code; cop- 
per coils for het water generators 
and heat exchangers are not al- 
lowed and steam or hot water 
systems are allowed only for in- 
stallations serving two or more 
families—metal jackets for boil- 
ers are not allowed. 





ART WEYH JOINS 
COAST TO COAST 
Art Weyh has joined the Cen- 
tral Organization, Inc., of the 
Coast to Coast Stores, Minne- 
apolis, Minn. Mr. Weyh was 





ART WEYH 


formerly identified with the Mar- 
shall-Wells Co., Duluth, Minn., 
for a number of years, as house- 
ware buyer. Prior to that he 
was associated with a mail-order 
company’s retail store and has 
also had many years of experi- 
ence buying housewares for some 
of the larger department stores 
in the middle west. 


M-21-B Amended to Facilitate 


Steel Warehouse Inventories 


In order to facilitate the 
maintenance of steel warehouse 
inventories, and to assist in 
ditecting the movement of steel 
to critical war production areas, 
a new paragraph (h) has been 
added to Supplementary Order 
M-21-b, effective Feb. 28, 1942. 
Provision is made for the exten- 
sion by a warehouse to a steel 
producer of preference ratings 
higher than the Warehouse A-9, 
providing such preference rating 
can be supported by a record of 





deliveries previously made from 
warehouse stock on equivalent 
or higher ratings. 

To effectuate this plan, Form 
PD-83-g has been provided. Its 
use is restricted exclusively to 
steel warehouses covered by Sup- 
plementary Order M-2l-b. A 
principal objective of this form 
is to reduce to a minimum the 
paper work and time required for 
a warehouse to establish a higher 
preference rating with his sup- 
plier. 
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Producers of Iron and Steel Products 
Get A-10 Rating for Office Supplies 








Producers of iron and _ steel 
products will be permitted to use 
an A-10 rating to obtain office 
supplies and similar material 
under the terms of Amendment 
No 2. to Preference Rating Or- 
der P-68, issued Feb. 27. Here- 
tofore, the preference ratings as- 
signed under P-68 have been 
applicable only for materials to 
be used in the actual production 
of iron and steel products, and 
the producers have been excluded 
from the provisions of P-100, 





CENTRAL STATES CLUB 
PLANS DINNER IN NEW 
ORLEANS, APRIL 19 


The Central States Hardware 


Club, Chicago, Ill., will hold its | 


fourth annual southern dinner 
party and_ entertainment for 
members and guests, Sunday, 
April 19, at Arnaud’s Restaurant, 
New Orleans. This event will be 
held in conjunction with the 
joint convention of the manufac- 
turers and southern jobbers as- 
sociations. Committee in charge 
consists of R. H. Myers, chair- 
man; A. J. Eggleston, vice-chair- 
man, and Ben Leve, 3630 S. Iron 
St., Chicago, IIl., secretary. Mr. 
Myers is associated with the Sim- 
onds Saw & Steel Co. and makes 
his headquarters at 1302 Whitney 
Bldg., New Orleans. 


LOCAL CALIF. NEWSPAPER 
HOLDS SALES CLINIC 
FOR HDWE. DEALERS 
A new idea of practical and 

broad gage public relations was 

launched by The Evening Out- 








under which other manufacturers 
are given an A-10 rating on their 
order for operating supplies, in- 
cluding office supplies. 

The basis for inventory restric- 
tion in Order P-68 has been 
shifted by the amendment from 
a 1940 base period to the most 
recent calendar half-year, and the 
percentages which may be ap- 
plied to the base period to mea- 
sure current receipts and with- 
drawals have been slightly in- 
creased. 


| look, Santa Monica, Calif., daily 
| newspaper when the hardware 
|merchants of that city were in- 
| vited to a sales promotion clinic 


and participate in a panel dis- 
cussion with the executives of 
their newspaper. 

Santa Monica is one of the im- 
portant cities of Southern Cali- 
fornia and is famous as the home 
of Douglas Aircraft. Last census 
gave it a population of 53,000 but 
the defense activities has brought 
a host of new residents into the 
city, thus creating new sales op- 
portunities and problems for the 
hardware merchants. 

One of the purposes of the 
meeting was to develop more 
friendship among the merchants 
so that they would refer more 
business to each other and at- 


-| temp to keep a larger percentage 


of the hardware business within 
the home market. 

Elliott C. Hensel, sales and ad- 
vertising counsellor for the news- 
paper, directed the informal talk 
among the hardware men, who in 
turn discussed intimate problems 
of the local trade. 





OBITUARIES 





CHARLES H. LAIRD 


Charles H. Laird, traveling rep- 
resentative, passed away recently 
after a brief illness following a 
heart attack. ° He had been a 
resident of Rochester, N. Y. 

Mr. Laird for many years trav- 
eled the country calling on hard- 
ware wholesalers. In 1923 he 
became sales manager of the 
Rochester Can Co., Rochester, 
N. Y., and remained in that posi- 
tion until 1929 when he organized 
his own firm of manufacturers’ 
direct representatives, serving 
New York State. 

Mr. Laird leaves his widow, 
and a son, Charles H., Jr. 
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LUKE SEAWELL 

Luke Seawell, 72, hardware 
manufacturers’ agent of Atlanta 
and Charlotte, N. C., passed 
away February 22. A native of 
Marietta, Ga., Mr. Seawell had 
been associated with the con- 
struction industry in the South- 
east for 50 years. 

He is survived by a son, Lacy 
W. Seawell. 


JOHN G. HELM 


John G. Helm, 83, a hardware 
man since 1872 and for many 
years president of Daum & Helm 
Hdwe. Co., Pittsburgh, Pa., 
passed away Feb. 14. 











DELCO WATER SYSTEM 





E VERY day more and more dealers are turn- 
ing to Delco Water Systems, product of 
General Motors, as the line around which to 
build a Jasting and profitable business. Com- 
pare these six Delco Dealer Profit factors. 


Delco Water Systems Are Easy to Sell 


Delco is a name favorably known to farmers every- 
where and “Product of General Motors” is uni- 
versally recognized as synonymous with value. 


Delco Water Systems Show a Good Profit 


Although not high priced, Delco Water Systems 
appeal to buyers who are willing to invest in a long- 
lived product at a fair price—a price that allows the 
dealer a fair profit. 


Servicing Does Not Eat Profits 
Strongly and expertly built, a Delco Water System 
gives years of service with very little care. 


A Size and Kind for Every Customer 


Delco offers a complete line of Shallow Well, Deep 
Well and Delco Jet Water Systems. 


Preferred Prospect List 


Millions of satisfied users of other General Motors 
products form a preferred list of prospects for Delco 
Water Systems. 


National Advertising List That Is Local 


Delco advertising now appearing in National and 
State Farm papers has been carefully planned to 
reach the best prospective buyers in each county of 
eacl, state. For the number of these advertisements 
reaching prospects right in your county, mark the 
coupon. 





poten — — - —=—4 
DELCO APPLIANCE DELCO APPLIANCE DIVISION | 
General Motors Corporation f 
403 Lyell Avenue, Rochester, N. Y. i 
DIVISION (1 Send facts on Deleo Water Systems " 
©) Tell me the number of advertisements 1 
cela. 11-7 VG lehde)-t mse) ite) 7-hile), | reaching ( ) County 1 
ROCHESTER, N. Y. | 
Ds S Ane bdieatinednaibnebedamaes 
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The National Victory Garden Program 


“The hardware dealer never had a 
better opportunity than this gar- 
den movement of showing ability 
to be of service to his community.” 


ry. 


HE Department of Ag- 
riculture in Washington is sponsor- 
ing the greatest “all out” movement 
in gardening the world has ever 
known. This great movement is to 
produce food. All shall have food— 
vegetables, fruit, nuts—vitamins. 

The department is sending broad- 
cast articles on how to start and 
carry on a vegetable garden and 
how to organize garden clubs. Ex- 
perts, such as former Governor 
Lloyd C. Stark of Missouri, offer 
their services in answering questions 
on where, when, and how to make 
a successful productive, vegetable 
garden. Great seed men, such as 
W. Atlee Burpee, are ready to tell 
you what and what not to do. Later 
we will quote from some of their 
letters and committee reports. 

This is one war movement in 
which all of us can join. The old 
and the young—men, women and 
children. There are no age, or physi- 
cal limits. An invalid can start a 
garden in his room. 

This great national movement. 
now under way, should appeal to 
hardware men and especially to 
hardware men in the suburban and 
small towns of the country. First 
they should help push along the 
movement, give help, information 
and advice and then they should sup- 
ply all the various kinds of tools. 
implements, and supplies necessary 
for gardening. Here are some of 
the questions to be answered. 

Where is the best place for a 
garden? 

Should it be located at the bottom 
or the side of a slope? 

Do you need a lot of sunshine? 

What plants grow best in the 
shade? 

When and how do you plant what? 

How about preparing the ground? 

What kind of fertilizer should vou 
use and how much? 
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By SAUNDERS NORVELL 





SAUNDERS NORVELL 


What about seeds? What will 
grow best in my lot? 

Pamphlets and seed books will tell 
one a lot, but the hardware man who 
has been selling seeds locally for 
years knows more about local con- 
ditions and can be of the greatest 
help. Then, no doubt, he can refer 
you to some outstanding local man 


or woman, either professional or _ 


amateur, who has achieved a local 
reputation as a successful gardener. 

It is interesting to note that prob- 
ably the greatest gardener in the 
world was a hardware man. Henry 
Shaw, an Englishman, made a small 
fortune in hardware in St. Louis. 
Then he went into real estate and 
increased his fortune. He was a 
bachelor. In South St. Louis he 
built a substantial residence and 
around his home laid out his garden. 
It became the greatest garden in the 
world. 

Mr. Shaw willed his garden. and 
also nearby Tower Grove Park, to 
the City of St. Louis. He endowed 


these gifts with all his large prop- 
erty, about $6,000,000. He willed 
that the property should be admin- 
istered by a self-perpetuating board 
of trustees, among them being the 
Mayor of St. Louis. 

Mr. Shaw’s investments for many 
years gave the trustees a large an- 
nual surplus to spend for the gar- 
den. Expeditions were financed that 
went to all parts of the world in 
search of rare plants. The un- 
equalled Shaw collection of orchids 
is known to all the world of gar- 
deners. 

So we see how this gardening 
hobby of a St. Louis hardware man 
made his name world famous. We 
also think of the thousands of peo- 
ple he has made happier by en- 
couraging them to lay out gardens. 

One of my dearest friends was a 
man who lived to be 102 years old 
and died in the full possession of 
his faculties. 

This gentleman retired from busi- 
ness when he was about 60 years 
of age. He devoted all of his time 
for his remaining years to his gar- 
den. He only had a small place but 
he grew quantities of flowers and 
vegetables. He was one of the trus- 
tees of Shaw’s Garden. Now this 
man did one very wise thing. He 
taught all of his children to be gar- 
deners. Today his children and their 
children all have their gardens and 
the flowers they grow remind them 
of him. 

I never know a crook who loved 
a garden. 

Boys and girls who learn early to 
work in gardens keep out of trouble. 

In all the “dirt” we read in the 
daily papers you will usually note 
the criminals were not trained to 
dig in a garden. 

On one acre of land any intelli- 
gent, enquiring mind can find peace. 
happiness, a liberal education and 
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Look for the 


RED, WHITE and BLUE 
Surface Marker on the 
rope you buy. It is your 
guarantee of genuine 
Columbian Rope. 
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PRE-LUBRICATED 
PRE-WATERPROOFED 


By Exclusive Process 


\ LAUNCHING OF 
7 10,000 ton FREIGHTER 


COLUMBIAN ROPE COMPANY, AUBURN, “The Cordage City,” N. Y. 







COLUMBIAN 


When the “Fairport” — newest 
freighter of the Waterman Steam- 
ship Corporation—rolled her 10,000 
tons into Chickasaboque Creek, she 
became one of the largest ships 
ever to be launched in America by 
the sidewise method. 





The success of this launching de- 
pended largely on the strength of 
the launching and check ropes. If 
just one had broken under the ter- 
rific strain, disaster might quickly 
have followed. 


But the Gulf*Shipbuilding Cor- 
poration had chosen carefully. They 
trusted the entire job to Columbian. 
Ship-wise men, they knew they 
could depend on Columbian — 
modern rope at its best. 



































































the 
PRIME 


| HI-LINE 
Electric Fence Controller 


—an item you can get NOW 
and sell this season with ease, 
with profit, with confidence 


—it fills a big need today: 
Farmers — busy and short-handed 
—need more fence to produce more 
food for victory needs. Uncle Sam 
needs the steel it saves, 


because 


—PRIME really does the job: 


A. C, units put f¢wice as much shock 
on the fence as other makes — yet 
are approved for safety by Under- 
writers’ Laboratories — and backed 
by a nine-year record of success. 


because 


— it’s the trouble-free line. 


— it is powerfully advertised 
— in 20 farm papers — with Elmer 
the Bulhorg (that’s Elmer at the 

left) telling folks 

that even though 
he’s strong as a bull, 
big as a horse, slip- 
pery as a hog, he 
respects one fence, 
the Prime — for 

Prime holds all live- 

stock, all the time, 

all over the farm. 


Hi-line or battery 
units. See your job- 
ber and get started 

tee Minow, Prime sells only 
© 1942—Prime Mfg. Co. through jobbers. 


The Prime Mfg. Co. 


Milwaukee ° Wisconsin 





The Prime seal 
for dependability. 
Underwriters’ seal 
(on AC units) 
for safety. 











there is no investment that declares 
the dividends of a planted seed. 

Before me I have a mass of in- 
formation about the National Vic- 
tory Garden Program sent by Lester 
A. Schulp. chief, Division of Exten- 
sion Information, United States De- 
partment of Agriculture, Washing- 
ton, D. C. He writes he is also send- 
ing the February issue of the Exten- 
sion Service Review. This review 
will have a complete summary of 
the objectives of the garden pro- 
gram. 

No doubt all the matter I mention 
may be obtained free of charge if 
you will address him care of the De- 
partment of Agriculture, Washing- 
ton, D. C. 

Letter JAN. 20, 1942, to Hon. 
Ciauve R. Wickarp, SECRETARY OF 
AGRICULTURE 
Hon. Paut V. McNutt, Director, 

HEALTH AND WELFARE SERVICES 
Recommendations of the National 

Garden Advisory Committee, 

Washington, D. C., Jan. 20, 1942. 
Extracts from reports 

“The National Garden Advisory 
Committee approves the recommen- 
dations made by Section V of the 
National Garden Conference _relat- 
ing to the conservation of lawns, 
flowers and shrubs. It has already 
been pointed out by the Secretary 
of Agriculture that, in urban areas, 
to grow flowers, shrubs, and fruit 
trees is often wiser than to tear up 
yards and playgrounds for the sake 
of trying to grow a few vegetables 
as was done during the last war. 
The committee recommends that any 


program for the development of gar- 
dens for victory includes the grow- 
ing or trees, shrubs and flowers, for 
the health of the mind, as well as 
vegetables for the health of the 
body.” 


Farm Vegetable Gardens 


“Recognizing such obstacles and 
limitations as— 

“(a) Shortage of seed, fertilizers, 
insecticides, fungicides; 

“(b) Fencing, tools, and equip- 
ment; 

“(c) Availability of land for ten- 
ants in certain sections; 

“(d) Need for instruction and 
guidance; 

“(e) Specialized farming; 

“(f) Shortage of labor; 

“(g) Lack of water in arid and 
semi-arid regions, and 

“(h) Lack of adequate storage.” 

“The Committee recommends: 
(a) Listing first, second, and third 
choice of varieties of seed; 

“(b) Checking quantity of seed 
recommended because of shortage 
or seed of certain kinds; 

“(c) Adopting efficient use of fer- 
tilizers and methods of application; 

“(d) Making available funds or 
sources of credit where needed for 
necessary supplies and equipment; 

“(e) Improving leases to provide 
adequate productive land for gar- 
dens for tenants; 

“(f) Planning gardens of proper 
size, lay-out, and giving instruction 
in planting and management; 





TURPENTINE ON DISPLAY 





Alert hardware dealers will find many ideas in this picture which can be 

applied in window displays showing and promoting pure gum spirits of 

turpentine in their stores. This display was recently presented at the 58th 

annual convention of the Painting & Decorating Contractors of America in 

New Orleans, La., by the American Turpentine Farmers Association Coopera- 
tive, Valdosta, Ga. 
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Grand Features 
SELL 


GAS RANGES 
@ 














When you show customers this Grand Champion 
(Model RB-10) you have plenty of p/us features for 
customer appeal and profitable selling. It’s every inch 
a champion... full 40” wide, with roomy 18” oven. 
Six-burner top with interchangeable griddle. Safety 
oven pilot that can’t blow out. 


Grand’s Exclusive 


SAFE-TEE-KEE 


Locks the gas supply when range 
is not in use. The handy remova- 
, ble key can be put safely out of 
LAN reach of children. Burners can’t be 
| A turned on accidentally. Gas can’t 

escape nor burn needlessly. A price- 


4, pe: less feature for home safety and 


@cand’s Exclusive 


CHARCOLATOR BROILER © 


The nearest thing to charcoal 
broiling. Rows of ceramic radiants 
give intense heat; speedy, even 
broiling. Deep broiler pan with gen- 
erous barbecuing capacity. Waist- 
high drawer rolls out of heat zone. 


GRAND RANGES 


Division of The Cleveland Cooperative Stove Co. 
CLEVELAND, OHIO 





fuel economy. 














THE ESTABLISHED NAME OF 
“RUSSELL JENNINGS” GIVES YOU A 


FIRM GRIP ON THE 
QUALITY BIT BUSINESS! 


HESE fine, hand-finished auger bits are 

so firmly established in the minds of 
cabinet and pattern makers, furniture re- 
pairers, skilled carpenters and experienced 
amateur craftsmen that the simple carry- 
ing of a representative stock, and letting 
it be known, will command the quality bit 
business. 
Because it is so well recognized, the 
Russell Jennings sells without argument, 
brings a better price, yields you a better 
profit. If you haven’t the new catalog 
send for one and bring your stock up to 
date. 






TS 








THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 
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stration gardens; 


“(h) Carrying on additional re- 


search on home gardens; 


“(i) Expanding training and use 


of local leaders; 


“(j) Providing simplified and at- 
tractive garden literature; and 

“(k) Coordinating the garden 
program with the nutrition program 
and implementing the garden phase 
of the Food for Freedom Program 
in every practical way.” 


Program of Action 


“To facilitate the carrying out of 
a program to obtain greater produc- 
tion of vegetables and fruits (in- 
cluding nuts and berries) it is rec- 
ommended that the Secretary of Ag- 
riculture appoint an advisory com- 
mittee made up of members outside 
the United States Department of Ag- 
riculture. The function of this com- 
mittee would be to work with off- 
cials of United States Department of 
Agriculture in continuing the pro- 
gram of food production outlined 
by the National Victory Gardening 
Conference. 

“It is suggested that state meet- 
ings be arranged to inaugurate home 
vegetable and fruit planting pro- 
grams, and that the United States 
Department of Agriculture make an 
effort to give assistance in these 


“(v) Expanding use of demon- 


meetings where such assistance is 
requested.” 

“School gardening activities 
should be greatly expanded. It is 
not intended that school gardening 
programs are to be made compul- 
sory. However, communities, schools 
and pupils should be encouraged 
and stimulated to undertake this 
activity wherever feasible. Whenever 
possible, teachers and supervisors 
trained in gardening should be util- 
ized; where such trained personnel 
is not available, it should be trained 
through short courses or similar 
methods. The work of such person- 
nel should be continuously imple- 
mented through technical bulletins. 
simply written and adapted to the 
several regions and localities where 
these will be used.” 

In the space allotted to me I have 
been able only to scratch the surface 
of this subject. But I hope I have at 
least been successful in creating in 
the hardware stores of the country a 
greater interest in gardening. To 
use a slang expression, this great 
National Garden Movement now un- 
der way is “right down your alley.” 

After selecting the place for his 
garden the gardener’s next move 
must be to the hardware store for 
seeds, gardening tools and garden- 
ing suggestions. 

The hardware dealer never had a 
better opportunity than this garden 
movement to show his ability to be 
of service to his community. 


Condensed Display of Roofing 


fp compact display of roll 
roofing in the store of the L. S. 
Swinehart Co., hardware, Richmond. 
Mich., produces a good volume of 
business during the year. It also 
saves considerable time for custom- 
ers and salesmen as well. 

The display occupies 4 ft. of plat- 
form space at the rear of the store. 
A step-up fixture, with two steps ap- 
proximately 7 in. high, is used to 
raise the two back rows of roofing so 
customers can see them. This helps 
improve the general appearance of 
the display. 

Above this platform space are 
three shelves, the bottom one ap- 
proximately 5 ft. from the floor. 
Miscellaneous goods are displayed 
upon them. 


It's easy to sell roofing when the 

customers can be shown a compact 

display such as this which is on the 
main floor of the store. 
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Get Ready 
for the “Comeback 
of the Oil Drum/ 









pur enter oil cans have been conscripted. Tin mut be used 


for defense. Be ready to serve oil from the drum. B 
portant to have the right faucet to start with—one thé 
leak away your profits or permit overflowing measurin 


Stearns oil faucets are especially designed for thi 


The two shown here are the finest faucets made and da 
immediate consideration. They respond to the touch ff 
and can be locked, to prevent loss. 


The No. 60 Self-Closing Faucet operates at a touch d 
as shown above—and closes automatically as pressure 
It assures the utmost economy in dispensing oil. 


STEARNS FAU 


No. 60 SELF-CLOSING 


Close-grained, grey iron 


The valve facing is a special 
disc. It will not soften or ha 
never needs replacement. T 


flow instantly, by turning levi 
individually ground to eac' 
tight joint is maintained by m 
washer, 





Write for circular showing all styles and 
sizes of Stearns Gates and Faucets and insist 
that your hardware jobber or distributor 
supply you with guaranteed Stearns Faucets. 


*-E. C. STEARNS & CO. 
Estab. SYRACUSE, N.Y. 1864 
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..» MAKES 


EXTRA SALES 


THAT GIVE YOU 


EXTRA PROFIT 


Many items in your store suggest the use of 
PLASTIC WOOD. That’s why merely men- 
tioning it to every customer who buys tools, 
fixtures, paints, brushes, screws, nails, bolts, 
hinges, casters, locks, drawer pulls,—often 
makes sales. PLASTIC WOOD resets loose 
bathroom fixtures, fills cracks around bath- 
tubs, pipes, drainboards; fills old, enlarged 
nail and screw holes; replaces broken, rotted, 
damaged wood; resets loose casters and drawer 
pulls. PLASTIC WOOD handles like putty— 
hardens like wood. Display it so your custom- 
ers will know you have it... mention it... 
watch it sell! 



























































over a long list of Mutual THE 


network and supplementary pon 
stations coast-to-coast...» | pistributor) 


plus advertising Jersey City, WN. J. 


IN 40 
MAGAZINES 



























A New Refrigerator 


That Saves War Materials 


UT of the critical need for steel 
in our war industries there has 
come a new development in the re- 
frigerator industry—an ice refrigera- 
tor which by the use of an alternate 
or substitute material not only effects 
a considerable saving in the use of 
steel but also offers hardware dealers 
a popular-priced unit that suitably 
meets the requirements of food re- 
frigeration. It also has the eye- 
appeal demanded by modern kitchen 
planning. 
With production of mechanical re- 
frigerators ordered stopped as of 
April 30. only certain models will be 


In closed position 





produced up to that time and will be 
available on a limited quota basis. 
This means that hardware dealers 
will soon be faced with the eventual 
loss of one of their most important 
volume-building lines. Thus the sales 
potential of this new refrigerator 
should be explored with interest. 
This new development in the re- 
frigerator field, a product of The 
Coolerator Co., Duluth, Minn., uses 
a material named “Coolite” which 
is the result of the manufacturing 
experience of a factory that has 
leng produced non-mechanical re- 
frigerators—the “Coolerator” line. 


“Coolite” 


“Coolite” is a specially processed 
material with which the company is 
able to produce a refrigerator con- 
suming only 8 lbs. of steel where 





formerly 147 lbs. per unit was used. 
A further saving in critical mate- 
rials is effected, since the “Coolite” 
is an ice refrigerator requiring no 
motor, gas, no tin or zinc. 

John Ganzer, vice-president of 
The Coolerator Co., says, “Coolite” 
is a low-conductor of heat; highly 
resistant to moisture, and will not 
rust. Also, it is sanitary, smooth and 
clean, having the same outward fin. 
ish as the Coolerator line. 

“Coolite” is used inside and out 
with the addition of heavy Fiberglas 
insulation in the walls. Thus the 
manufacturer claims that in_ per- 





Showing the interior 


formance the “Coolite” refrigerator 
gives low temperatures that result in 
minimum ice consumption. Excep- 
tional wearing qualities are also 
claimed. 


No Loss of Space 


There is no loss of space for ice 
cubes. The ice is contained in a 
separate chamber and provides in 
addition to washed air refrigeration 
plenty of clean, hard-frozen ice for 
beverages. 

For the present “Coolite” refriger- 
ators will be made in only one model 

a 5 cu. ft. unit that is comparable 
in capacity with the standard 6 
cu. ft. electric refrigerator, the com- 
pany states. And it will retail for 
$59.50 with a good margin offered 
to dealers. 
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BALL BEARING 


CASTERS 


THESE casters roll on ball bearings—roll quietly and smoothly in 
any direction. Heavy furniture can be moved easily and without 
effort. No scratched floors. No torn rugs or carpets. In fact, 
“Aeme’’ Ball Bearing Casters provide real protection for all kinds 
of floors and floor coverings. 


ROLL ’EM ON THE COUNTER 


Let your customers see how ‘“‘Geme’’ glide smoothly along the 
counter. Or, roll one on the palm of your hand. All you have to 
do is to demonstrate an ‘‘Aeme’’ Caster and the sale is made. 
A sure way to increase caster sales and profits. 





THE SCHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 


Detroit Office: 2640 Book Tower @ Chicago Office: 902 S. Wabash Ave. 
Cleveland Office: 402 Swetiand Building 
















* 
To SERVE YOU BETTER... 
o Lowe Brothers recently completed modernization RRR 


program was indeed timely. For now it means that, 
even under present conditions, we can continue to serve 
dealers and their customers with products of unsur- 
passed quality. Hitch your sales wagon to such well 
known products as High Standard, 


GOOD PAINT IS EASIER TO SELL 
Tht STYLIZER WAP 


THE STYLIZER by Lowe Brothers 
shows prospects how to build smart, 








Mello-Gloss and Plax. Then you'll 
have paints whose superb beauty, 
durability and economy will bring 
* your customers back to buy again. 
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ICTORY IS EVERYBODY’S BUSINESS 


new color schemes around their 
present furnishings—and makes 
good paint easier to sell. 
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Lowe Brothers 


PAINTS - VARNISHES 


QUALITY PLEDGED FOR LONG-LASTING 
PROTECTION AND ECONOMY 






LET’S WORK FOR IT...TOGETHER 




















March 19, 1942 





Advances 
Well wheels. Mouse, rat traps. 


C. I. gas tubing. 


Linseed oil. 


Some grass catchers. Weather strip. 
Detachable hose reels 


Industrial tie wires. 





Well wheels—Effective Mar. 
1, well wheels advanced approximately 
10 per cent. 

- me a 

Mouse, rat traps—-A 7% per 
cent advance on mouse and rat traps 
was reported, effective Feb. 26. 

. * > 

Cutlery  prices—-O.P.A. has 
sent a letter, under date of Feb. 25, to 
all cutlery manufacturers, asking them 
to hold the prices of cutlery at levels of 
Jan. 1, 1942, pending further study. 

. © . 

Barn equipment Leading 
makers are leaning heavily on their dis- 
tributors for any priority assistance 
available. Materials for repair work 
are coming in, but there is great difh- 
culty in planning the manufacture and 
sale for new installations. 

. * t 

Harness—Jobbers report steel 
hames very difficult to get because of 
special rollings of steel being required 
to make them. The factories have back- 
logs of orders which will take a long 
time to complete. 

. ~ - 

Gas tubing—cC. I. gas tubing 
has advanced again, about 5 per cent, 
due to further tightening of raw mate- 
rials. C. I. tubing is now available only 
in black color, and only made of re- 
claimed rubber. Due to the fact that 
duck insertions are used, a priority pref- 
erence rating must accompany all or- 
ders. 

> > © 

Paint lines Manufacturers’ 
sales of paint, varnish, lacquer and fill- 
ers totaled $47,044,491 during January, 


according to reports to the census bu- 
reau from 680 establishments. This was 
an increase of 35.9 per cent over Jan- 
uary, 1941. Some makers of putty have 
announced the use hereafter of black 
steel cans, to conserve tin. Another 
sharp increase—4% cents per gallon 
was made March 9, on linseed oil. 


* * & 


Lawn mowers, etc. — Ship- 
ments against old orders are slow. De- 
spite the scarcity of galvanized steel for 
grass catcher bottoms, manufacturers 
are able to supply partial requirements. 
New prices announced Mar. 1 by some 
makers show a further advance of ap- 
proximately 10 to 12% per cent. 





Advances Expected 


Work gloves, mittens. 





Hose reels—Detachable hose 
reels are in large demand and sales are 
running heavier than normal, due to 
the general interest in taking better 
care of hose. Manufacturers are having 
difficulty in securing galvanized steel. 
Some are accepting late orders subject 
to their ability to secure materials, at 
a 10 per cent advance, which became 
effective March 1. 


* * a 


Ceiling on bedding—Bedding 
equipment has been placed under a 
60-day temporary maximum price regu- 
lation by O.P.A. Sisal pads, used with 
mattresses and studio couches, also were 
placed under a temporary 60-day price 
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ceiling. Both orders control manufac- 
turers’ prices only. Temporary 60-day 
orders also hold prices on mattresses, 
springs, studio couches, metal beds and 
cots at no higher than prevailing prices 
on Feb. 23 
+ Ke x 
Weather strip—Some manu- 
facturers last month issued new price 
lists which ranged 10 to 20 per cent 
higher than last year’s figures. Brass 
strip is entirely eliminated. Felts are 
very scarce. Their place will be taken 
by brass-plated steel or “gasket” strips. 
Gasket strip, instead of being rubber- 
ized, will likely be otherwise water- 
proofed. Manufacturers are expecting 
to be limited as to materials, and 
swamped as to orders, on the styles re- 
maining, and most of them cannot 
promise service on any but early orders, 
and from regular customers. 
o * * 
Tie wires—lIndustrial tie wires 
—both black and galvanized—for tying 
concrete reinforcing bars, and for bind- 
ing cement sacks, have been advanced 
by at least one maker. The increases 
range from 3 cents per 1000 on No. 18 
and 19 gage, to 7 cents on No. 13 gage. 
Twisting tools for applying the tie wires 
are unchanged in price. 
. * + 
Household sundries—Whole- 
salers report that canning supplies have 
been selling some months ahead of the 
normal May or June selling season. 
This is due in part to the urge for food 
conservation. Many makers of both 
steel and cast utensils are in no position 
to accept new orders from their regular 
trade, or to make prompt deliveries on 
old orders. Government orders for camp 
and troop and ship outfitting have most 
leading makers filled up for a consider- 
able time ahead. Cleaning and janitor 
supplies—window cleaners, brushes, etc. 
are likewise far behind for civilian 





Prices Withdrawn 


Competitively priced ice skates. 
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users, despite A-10 ratings. Lines are 
being simplified, and substitutes used 
wherever possible. 


* * e 


Bicycles—Administrator Hen- 
derson, in a letter to all bicycle manu- 
facturers, asks that proposed price lists 
for all new models added after 
Jan. 15, 1942, be submitted to the 
OPA for approval “well in advance of 
the planned introduction to the trade.” 
This, in effect, will result in OPA 
passing upon “Victory” model prices. 
Until a definite price program is de- 
veloped, manufacturers are asked to 
make no increases in their prices for 
bicycles and bicycle parts and acces- 
sories above the level in effect on Jan. 


15. 





Prices Reaftirmed 


One line anti-freeze. 











Sports supplies—The Office of 
Price Administration has _ directed 
manufacturers of all sporting goods and 
hunting and fishing equipment to pre- 
vent prices from advancing beyond 
those in effect Jan. 10. Although the 
direction was sent only to manufactur- 
ers, the OPA made plain that it will 
control retail prices as well. Manufac- 
turers of athletic equipment for which 
rubber or latex no longer are available 
are experimenting with reclaimed rub- 
ber. Several manufacturers of termis 
balls have developed an all-reclaimed 
rubber ball, which, though not so lively 
as a ball made with new rubber, would 
be fully serviceable to the average play- 
er, WPB claims. The WPB rubber 
branch also reports that progress has 
been made in developing an_all- 
reclaimed rubber core for baseballs. No 
solution, however, has been found for 
the golf ball problem as yet. Prices on 
the competitively priced ice skates have 
been, or are being withdrawn. Since 
January, few makers have been able to 
accept new fall orders, due to curtailed 
materials, and tremendous early sales. 
Lower-priced luggage is fast disappear- 
ing from the market, as hardware and 
trim are too scarce and expensive to 
justify use on the cheaper units. 


* . 7 


Wood as a substitute—One 
manufacturer of metal furniture, has 
started making wooden desks and files. 
The wood furniture line was added be- 
cause of the curtailment of steel and 
aluminum furniture for civilian. use, 
and will continue until metals again are 
available after the war. Broadened use 
of wood in many products to replace 
metals, plastics and rubber is seen in 
the spring samples of a number of com- 
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MAY DEPEND ON OUR STEEL 


Bolt and nut sales may be a substantial part of your 
regular volume . . . to protect that portion of your 
business, it has become necessary for you to pass all 
possible priority information on to your supplier. 
Without this help from you, manufacturers cannot 
hope, under present conditions, to obtain their re- 
quirements of steel. 































When a rating has been extended to you, 


1, you can use it to replace inventory nn 
within 3 months of the sale. 


When you have received two or more 
purchase orders with the same rating, 
you may replace a// the material in one 
replacing order of your own. 





When placing such an order, you can 
3 e@ change the type or size of product in any 
line; so long as the dollar value of the 
products does not exceed that of the 
goods sold from stock. 





But you are not permitted to increase inventory through this plan 


We’ve All Multiplied Our Bookkeeping 


All this paper work necessary to placing an order takes 
time. We have plenty of it at our end.» But we all realize 
how vital it is to our country’s war success that bolts, nuts 
and all important products go where they are most needed. 

So — please give us the facts with your orders. And if 
you do have difficulty interpreting 
regulations or rulings, be sure to 
call on us for help. 
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Russell, Burdsall & Ward Bole and Nut Company, established 1845. Factories at Port Chester, 
N. Y., Rock Falls, Ill., Coraopolis, Pa.; sales offices at Philadelphia, Chicago, Chattanooga, 
Detroit, Los Angeles, San Francisco, Portland, Seattle 
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States comprising regions in these charts: 
New England—(Conn., Maine, Mass., N. H., R. 1, Vt.) 


Middle Atlantic—(N. J., N. Y., P 


a. 
tast North Central—illl., Ind., Mich., Ohio, Wis.) 


West North Central—(lowa, Kan., 


South Atlantic—(Del., D. C., Fla., Ga., Md., N. 


Minn., Mo., Neb., N. D., S. D.) 
Cc. § 


S. C., Va., W. Va.) 


East South Central—(Ala., Ky., Miss., Tenn.) 


West South Central—(Ark., La., 


Okla., Texas.) 


Mountain—(Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, Wyo.) 


Pacifie—(Calif., Ore., Wash.) 


panies. Among the items developed by 
the research division of a dowel manu- 
facturer are wooden ferrules for pen- 
cils, formerly made of brass; wooden 
screws and pegs replacing steel; wooden 
bicycle pedals, instead of rubber; bot- 
tle stoppers, small washers, wheels, 
drawer pulls, handles and necklaces, 
many of them formerly made of metal 
or plastics. Other firms are offering a 
wide variety of wooden trays, platters, 
condiment sets, book ends, lamps, toy 
wagons, and other toys of wood. 


* * * 


Industrial news—For the lat- 
est February week, the Associated Press 
index of industrial activity moved up 
to 145.9 per cent of the 1929-30 aver- 
age—a year ago, 125.7 per cent. Elec- 
tricity output for the week rose 13.9 per 
cent, and carloadings (781,419 cars) 
were up 3.3 per cent above the year-ago 
marks. The railroads have notified the 
Interstate Commerce Commis:ion, either 
individually, or through the freight 
rate bureaus, that the new 6 per cent 
freight rate increase, authorized by the 
Commission March 3, will take effect on 
March 18, all ever the country, and on 
every railroad. Under the law, 10 days 
must elapse before notification and ef- 
fective date. On March 7, the Asso- 
ciated Press Wholesale index of 35 com- 
modities stood at 97.23 per cent of the 
1926 “par,” against 78.12 per cent a 
year ago. 

>. . * 

Cotton duck — textiles —A 
new order, M-91, provides that no per- 
son unless specifically authorized by the 


90 


director of industry operations may ob- 
tain cotton duck unles: he has a prior- 
ity certificate with a rating of A-1l-j or 
better, issued by WPB or the Army 
or Navy. Such certificates also must be 
issued directly to the person requesting 
the duck. Cotton duck sold out by a 
supplier cannot be replaced in inven- 
tory without specific permission. As a 
means of speeding up war work by the 
textile industry, the War Production 
Board raised from A-10 to A-8 the pref- 
erence rating available (to June 30) for 
deliveries of materials to producers of 
spare parts for maintenance and repair 
of textile machinery and equipment. 
Jobbers hear that new wage scales 
among some of the makers of work 


The Hardware Age 


gloves and mittens may be effective 
soon. This may cause some price in- 
creases. 

* oe * 

Steel industry—Obstacles to 
the speeding of America’s arms pro- 
gram are unlikely, in the face of a gen- 
eral demand for production on a war- 
winning scale, to last very long, re- 
ported The Iron Age in its March 12 
issue. As the war program progresses, 
however, the rough corners of the steel 
priorities and allocation system are 
gradually being rounded off and, in 
general, WPB action to eliminate con- 
stantly developing problems is swifter. 
Steel plant operations this week de- 
clined a point to 954% per cent, partly 
as a result of a shutdown of a South- 
ern plant for repairs and equipment 
installation. Scrap shortages are in- 
creasingly sharp in other areas. Coke 
pig iron production in February totaled 
1,458,273 net tons compared with 4,970,- 
531 tons in January. There were 220 
furnaces in blast on March | against 
217 on Feb. 1. 

a a * 

Retailing very active—lIn 
every section, retail sales remain much 
above the 1941 rate—but one must only 
guess how much of the gain in dollar 
totals represents higher prices for the 
same volume of merchandise. In some 
textile lines there have been known ad- 
vances of 50 per cent, but a fairer re- 
cent estimate places retail prices at 15 
to 18 per cent above a year ago. Dun 
announced a “further decline in anticip- 
atory buying and a let-down in pur- 
chases of specialty and luxury items 
traced to the inroads of income tax pay- 
ments. 

* ok * 

Some recent comparisons— 
February sales of Sears gain 23.4 per 
cent over a year ago—of Ward’s, gained 
12.2 per cent. The January increases 
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But what there are 

— we will distribute 

to the best of our 
ability — 


VICTOR — | 
MIRACLE BREEZE FANS 


as you know contain some "critical" 
materials. We can only say that we will 
endeavor, within the limits of the restric- 
tions, to take care of our friends and 
customers to the best of our ability. Imme- 
diate placement of orders will help us do 
our part. 


FIVE VICTOR MODELS FOR 1942 
FS 10QOX—10" oscillating, single speed 


~ % FS 12X—12" non oscillating, single speed 


% FT 12Q—12" oscillating, 3 speed 

% FT 16Q—16" oscillating, 3 speed 

% FT 12QX—12" oscillating, 2 speed, Magimatic shift. 
¥% Equipped with Flexaire Breeze Director. 


VICTOR ELECTRIC PRODUCTS, Inc. 


Employees at the Victor Plant — 
both factory and office personnel 
were first to go 100% all out in the 
purchase of DEFENSE BONDS. 
VICTOR plant facilities increasingl 
engaged in production of materials 
for the American Arsenal. 
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HOW 
WARREN 


TOOLS DELIVER MORE 
BLOWS WITH GREATER 
SHPETY... . , 


NO. 5 
STANDARD CLAY 
OR RAILROAD PICK 


















Warren Quikwerk heavy hand tools 
are built to give long, safe service to 


your customers. No other tools can 
equal them, because no others are man- 
ufactured under such strict control of 
materials, forging, and heat treating. 
Convince yourself of the extra value 
offered in the Warren Quikwerk line 
by ordering some items from your 
jobber now. Let your toughest cus- 
tomers put them to the test. It will be 
worth your while, we assure you. 











WARREN TOOL CORP 
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HEY JOE!.. aii) 
you get up any higher 
let's have some 
NEWPORT—I'LL 


be needing it soon. 








THERE IS NO BETTER 


TURPENTINE 


THAN 


Sealed 


NEWPORT 


STEAM DISTILLED 
WOOD TURPENTINE 


@ “Newport” is the painters’ name 
for genuine turpentine. To the painter 
the word ‘Newport’ implies water- 
white, crystal-clear turpentine of top 
quality and purity. It is synonymous 
with the best that money can buy. 
WATE WHITE 
RYSTAL 
PURE 




















230 PARK AVE 
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were 39.3 and 25 per cent, respectively. 
Woolworth sales were 16 per cent in 
February—28.8 per cent in January. 
Kresge’s February increase was similar 

-16.1 per cent. The nation’s over-all 
retail sales in January, reported by the 
U. S. Department of Commerce, reached 
a full 16 per cent above January a year 
ago. Each of the major branches of 
retailing, except automotive stores, par- 
ticipated in the liberal betterment. More 
recent is the Federal Reserve report of 
department sales for the 
ended Feb. 28, which rose 18 per cent 


store week 
over the volume of the corresponding 


1941 week. 


Wholesalers gain—Sales by 


wholesalers advanced 37 per cent in 
January over the same month of 1941, 
according to the Bureau of the Census. 
This rise in dollar volume continues the 
record gains made in the last three 
quarters of 1941, but is even more note- 
worthy because it is a gain attained 
over and above the increased volume 
of 1941. For the latest February week, 
Dun painted 
picture thus: “In wholesale trade, vir- 


the nation’s wholesaler 


tually all lines continued to be favored 


by a strong sellers’ market. While re- 
ports indicated some decline in forward 
orders, growing shortages tightened 


offerings and sellers continued to find 
demand more than they could satisfy.” 


a2 * « 


Farm affairs—Conditions of 
soil moisture for winter wheat, and for 
the oncoming new plantings of grain 
are generally favorable, with the excep- 
tions rather toward excessive moisture 
than toward the “too-dryness” of recent 
earlier seasons. From several sources 
are mentioned indications that farmers 


are turning again to the use of horse- 


power. 
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Price indexes rise—Wholesale 
commodity prices have advanced 1 per 
cent on the average in the last four 
weeks, and are now 20 per cent above 
last year at this time, according to the 
Bureau of Labor Statistics. In the first 
March week its index of market prices 
reached a new high, 165.9 per cent of 


the August, 1939, level. 
a a © 
Residential building —— The 


trend in residential building toward 
reaching families of lower incomes was 
accelerated during 1941, Federal Hous- 
ing Commissioner Abner H. Ferguson 
announced recently. Gains were regis- 
tered in income groups below $2,500, 
while there was less financing of homes 
under the FHA pian for families in 
income categories above that figure. 
More than 34 per cent of all new single- 
family homes financed by mortgages in- 
sured under title II of the National 
Housing Act were purchased by fam- 
ilies with annual incomes of less than 
$2,000. This compared with 28 per cent 
in 1940, 25 per cent in 1939, and 20 
per cent in 1937. 


. . . 


Stewart-Warner sales—Stew- 
art-Warner Corp., Chicago, reported 
gross sales of $53,933,908, an increase 
in 1941 of 84 per cent over 1940 sales 
of $29,272,500. 


+ * © 


Plomb Tool sales—The pre- 
liminary financial report of the Plomb 
Tool Co., Los Angeles, Calif., for the 
year ended Dec. 31, 1941, showed sales 
volume more than double that of 1940, 
according to Dillon Stevens, chairman 
of the board of directors. The com- 
pany’s 1942 production is expected to 
nearly quadruple that of 1941, he stated. 





Ry Seographic Regions for January 
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Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 
group of firms. 
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SALES OF 1,621 INDEPENDENT RETAIL HARDWARE 
DEALERS IN THE UNITED STATES 


January, 1942 


Dollar Sales 
Number. 
of Percent Change 
firms Jan.’42 Jan.’42 

















report- vs. vs. 

States by Regions ing Jan.’4l Dec.’4l Jan.’42 Jan.’41 Dec.’41 

New England 79 +44 33 529,404 367,777 784,861 
Maine . . € 
Vermont and N. H. 13 +33 —42 163,285 122,356 282,206 
Massachusetts 4] +37 25 223,723 163,277 300,242 
Rhode Island ° 
Connecticut . ° 

Viddle Atlantic 18] +54 37 991,113 644,131 1,561,032 
New York ., 23 +68 30 112,216 66,799 160,445 
New Jersey ° 
Pennsylvania . 15] +53 36 829,510 543,548 1,297,751 

East North Central. 459 +45 34 2,139,054 1,471,348 3,246,891 
Ohio 127 +52 35 618,187 406,773 947,254 
Indiana 69 +59 28 297,151 186,561 413,170 
Illinois ; 119 +-35 31 560,777 416,396 807,111 
Michigan » 45 +36 36 245,645 180,991 381,043 
Wisconsin 99 +49 40 417,294 280,627 698,313 

West North Central. 254 +49 31 814,334 547,490 1,173,352 
Minnesota 27 +45 40 123,930 85,450 207,484 
Iowa 66 +35 34 238,860 176,452 361,485 
Missouri 51 52 14 172,548 113,679 200,601 
North Dakota ss 
South Dakota . are 
Nebraska . 15 +48 25 86,319 58,249 115,112 
Kansas . 52 67 32 154,758 92,415 226,225 

South Atlantic 71 +27 11 523,489 411,555 586,637 
Delaware . ° ; ee CO Gere 
Maryland . ! ; 
Virginia ... 8 +4) 6 70,985 50,674 75,738 
West Virginia . 

North Carolina * aiiaiee? of db seutn 
South Carolina 10 +-14 1] 78,805 69,154 88,457 
Georgia .... 22 +46 1] 162,448 111,370 181,642 
Florida - 21 +12 9 159,914 142,233 174,755 

East South Central 32 +59 17 266,233 167,919 322,383 
Kentucky oe noe es 
Tennessee 1] +62 15 119,173 73,642 140,476 
Alabama 13 +53 ll 96.918 63,329 109,032 
Mississippi .. . 

West South Central. 126 +23 24 764,218 623,063 1,010,430 
Arkansas 19 +-37 —24 104,146 76,216 137,250 
Louisiana é Ane 
Oklahoma 37 +18 -38 124,191 105,029 201,457 
Texas 66 +20 -19 515,047 129,821 632,504 

Vountain 11] +29 27 644,196 499,642 881,134 
Montana 26 +-17 AQ 143,192 121,991 238,808 
Idaho 22 +27 27 126,510 99,634 173,142 
Wyoming - 

Colorado 38 +28 33 102,838 80,181 152,574 
New Mexico . 
Arizona . 
Utah * es S Pe ee Poe 
Nevada ° a 0|Cl raid. iy ek Somes 

Pacific 308 +37 18 2,154,509 1,576,427 2,630,275 
Washington 51 3] 33 263,797 202,130 396,440 
Oregon 36 +58 6 255,529 162,015 270,736 
California 221 135 17 1,635,183 1,212,282 1,963,099 

Total 1,621 +40 -28 8,826,550 6,309,352 12,196,995 

Chicago 26 +16 —3]1 90,116 77,671 129,856 

Los Angeles 32 +60 +-16 378,493 236,960 325,475 

Portland 12 +36 48 13,032 9,560 24,873 

San Francisco 24 +23 -39 137,988 112,620 225,185 











While states marked * are included in grand total, figures for these states are 
not shown on chart because of insufficient data. Figures on states marked ** were 
withheld to avoid disclosure. Compiled by the Bureau of the Census, U. S. Depart- 
ment of Commerce. 
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BALL PEIN HAMMERS 
Particularly popular 
in Defense Work are 
Vaughan's Ball Pein 
Hammers—the ideal 
tool for all machin- 
ists. Variet of 
special models for 
special jobs. 








SUPER-VANADIUM 
HAMMER 


In Vaughan's Famous 
Hammer Line is this 
Super-Vanadium Nail 
Hammer with better 
balance, less shock, 
finest quality. 


SUB-ZERO AXES 
Vaughan's popular 
Sub-tero Axes made 
of tough but thin all- 
tool steel, electrical- 
ly fused and double 
heat treated. 


MATCHETS 
Vaughan's perfectly 
balanced hatchets 
cushion the shock. 
Keen edge with cres- 
cent bevel of special 
steel—cuts easier. 


PUNCH & CHISEL SET 
Vaughan's Punch and 
Chisel Assortment 
from extra refined 
beveled square ailoy 
steel tempered and 
tested. 


OCTAGON TOOLS 


Vaughan's Star Drills 
are individually tem- 
pered and tested 
for hardest work 
and longer life. 
Vaughan's Cold Chis- 
els, made of alloy 
steel, are the finest 
quality—yet they cost 


1 _— flo more. 


M Iii 


SINCE 
1869 


VAUGHAN «& 
BUSHNELL 


MANUFACTURING CO. 
2114 Carroll Avenue 
Chicago, Illinois 


m “1 








' QUALITY TOOLS © 
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Victor Fan Line 


A fan with the oscillator mechanism 
concealed and which is operated by a 
simple. twist of the motor housing is 
a feature of one of the new fans which 





will be introduced in the Victor line 
of “Miracle Breeze” fans for 1942. On 
this fan a simple turn of the motor 
housing in the direction of the swing 
desired, starts the oscillator mechan- 
ism. By bringing the housing to cen- 
ter after completing the swing the fan 
clicks to a straight blow. All Victor 
Fans with the exception of the 10-in. 
model feature the “Flexaire” breeze 
director, a patented device which is 
said to produce a cooling breeze with- 
out draft. Three 12-in. models, two 
oscillating and one non-oscillating, a 
heavy duty 18-in. fan and a 10-in. fan 
are included in the line. New catalog 
now ready for distribution. Victor 
Electric Products Co., 2950 Robertson 
Ave., Cincinnati, Ohio. 


“Write-A Sign” Machine 


For printing signs and price tickets 
for counter and window displays. This 
machine, Model WD711, is designed for 
stores using cards up to 7 by 11 in. 
Maker states it does quality printing in 
modern display style of type. Sells 
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complete with 100 cards and all neces- 
sary equipment for $65.00. Model 
WS1422, for stores that use large and 
small cards, sells for $135.00, complete 
with all equipment. This model prints 
all sized cards up to 14 by 22 in. The 
Morgan Co., 3966 Avondale Ave., Chi- 
cago, Ill. 


Fluorescent Lighting 


The Geo. Worthington Co., 802-832 
St. Clair Ave., N. W., Cleveland, Ohio, 
has issued a catalog on fluorescent light- 
ing equipment lines distributed by the 
company. The catalog contains more 
than 40 illustrated pages with descrip- 
tions and specifications. 


Improved Dishwashing 
With New Cabinet Sink 


This new type cabinet sink features 
an improved and faster means of washi- 
ing, drying and shining dishes. Prices 
on most models are listed as less than 
one hundred dollars since no me- 
chanical parts are used im the appli- 
ance. Ordinary pressure and heat of 
water lines are the sole power of the 





Two bowls, and one of 


new models, 
these deep enough to be practical for 
light laundry, can be opened or closed. 


The sink top finish of porcelain 
enamel is said to be an added sanitary 
advantage. Youngstown Pressed Steel 
Div., Mullins Mfg. Co., Warren, Ohio. 











New and Improved Merchandise—Display Helps—Sales Literature— 


Clemson Booklet Offer 


To promote proper use of hack saw 
blades by the public during the present 
tight metals situation, Clemson Bros., 
Inc., Middletown, N. Y., offers dealers 





a free merchandising unit consisting of 
12 copies of the 20-page booklet, “Metal 
Cutting,” neatly packed in a compact, 
three-color counter display. Dealers will 
sell the booklets for five cents each, 
making 60 cents profit, all net, on 
each unit. There is no limit on number 
of units that may be ordered by each 
dealer. The booklet, a comprehensive 
manual of metal cutting, contains in- 
structions for proper selection, use and 
care of hand and power hack saw 
blades, frames and metal-cutting band 
saws. Pocket-size, it is printed in two 
colors, with many illustrations and dia- 
grams, as well as complete information 
on “Star” blades, frames, and band 
saws. Jobbers will be invited to stock 
the booklet-display units and will also 
be offered supplies of postage-free re- 
turn cards on which their salesmen may 
send in requests for dealers. In the 
latter case, units will be mailed direct 
to dealers by Clemson. 
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for Retail Hardware Stores fmm 
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Window Trims—New Packages—New Colors—Catalogs 


Wood Fibre Plastics 


This graceful serving tray is produced 
by molding a wood fibre compound that 
is claimed to intensify the rich beauty 
of expensive wood carvings and yet re- 





tains the economie: of plastic. Trays, 
wall brackets, smokers’ accessories, 
mirrors and plaques are part of this 
line. New catalog available. Multi 
Products, Inc., 1912 S. Western Ave., 
Chicago. 


Blackout Materials 


The Philip Carey Mfg. Co., Lock- 
land, Cincinnati, Ohio, announces vari- 
ous blackout products, among them a 
blackout coating which is said to be 
non-reflective and to insure complete 
light stoppage with one coat. This 
coating is applied as a paint and is 
recommended for either inside or out- 
side application, but is particularly de- 
sirable for preventing light reflection 
on the outside surface of skylights. To 
prevent injuries from flying glass, the 
company offers a blackout board, which 
is said to overcome this danger and 
also to solve the blackout problem. 
These boards are of laminated asphaltic 
composition, cut to window size, and 
are for outside or inside application. 
Boards are said to be of good rigidity; 
moisture and condensation proof; easily 
installed and quickly removable. To 
meet the demand for a more _per- 
manent, weather-proof, exterior black- 
out treatment, the company has de- 
veloped what it terms the Carey 
Laminated System, consisting of an ap- 
plication of a thick film of asphaltic 
coating, in which is embedded an 
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asphaltic-saturated fabric membrane, 
topped with a finish of the asphaltic 
coating. This treatment is said to 
effect a complete blackout and render 
the glass shatterproof. To make tem- 
porary repairs to damaged blackout 
materials the company advises that 
several rolls of a good, tough, blackout 
paper be kept handy and recommends 
its Carey Roll Roofing, or its less ex- 
pensive asphalt-saturated building 
paper. The company also offers a 
camouflage system. Further informa- 
tion on these products available from 
the company by writing Dept. 66. 


Eye Protection for 
Women Workers 





These new-type rimless safety spec- 
tacles equipped with Tulca lenses are 
available with or without side shields, 
which are removable. These new-type 
lenses, which are made of a special new 
material (not glass) are said to provide 
greater comfort and lighter weight. 
Tulca Division, The Univis Lens Co., 
Dayton, Ohio. 


Air Raid Protection Pump 


“A.R.P.” pump — a single brass 
cylinder, double action pump with 10 
ft. of hose and a new, specially de- 
signed nozzle that produces a mist 
spray to be directed on incendiary 
bombs. Also emits a straight stream of 
water to extinguish fires started by 
bomb fragments. H. D. Hudson Mjg. 
Co., 589 E. Illinois St., Chicago, TI. 









Floor Edger 


This machine is compact and de- 
signed to easily reach difficult or in- 
accessible places. Drive is by two pre- 
cision hobbed, hardened steel gears 





matched for smooth quiet operatioa 
and long wear. Sanding disc is con- 
structed of corded rubber and is 5 
inches in diameter.” Disc revolves at 
3100 r.p.m. and sandpaper is attached 
quickly through simple, positive pad 
nut clamp. “New Departure” ball bear- 
ings requiring no lubrication are used 
on all revolving parts. Gears are lubri- 
cated by a lifetime supply of non-fluid 
oil. Main case is made of high grade 
aluminum alloy and is equipped with 
bright pilot light to reduce eye-straing 
when working in low, covered or dark 
places. The overall height of the ma- 
chine is 11% inches. Net weight is 
20 Ibs. Motor is % hp. The V-Speed 
Edger is equipped with vacuum system 
to make it dustless in operation; cas- 
tors; switch located inside the handle 
for safety, and can be rested on the 
handles for easy changing of sand- 
paper. Clarke Sanding Machine Co., 
Muskegon, Mich. 
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Rittenhouse Chime 


The “Beverly 4°— its four notes are a 
phrase from the Westminster Chime. 
Maker states perfect rhythm of the 


addition to the usual content of such 
publications, The B. F. Goodrich Co., 
Akron, Ohio, has published its 1942 
Farm and Home Almanac, which is free 
to anyone who requests them. 


Century Heirloom 





Glassware 
e Combines beauty of Sterling Silver 
. ; with richly tinted glass. Line consists 
chime sequence is assured by the of 50 numbers. Century Metalcrajt 
“Rhythm Master a timing device Corp., 5960 Broadway, Chicago, Ill. 


with only one moving part. Also has 
specially-matched transformer of proper 
voltage to assure scientifically balanced 
performance. Unbreakable plastic hous 
ing in marble-like Pueblo Ivory. The 
4. E. Rittenhouse Co., Inc., Honeove 
Falls, N. Y. 


Goodrich Almanac 


Containing several sections devoted 
to the care and maintenance of tires, 
and thus the conservation of rubber, in 


EVERY 


HOME OWNER 
Should Have this High Pressure 


Pecora Carina Gun 









Stops 
Leaks and 
Drafts — 
Cuts Fuel Cost 


Uses Pecora Calking Com- 


COMPLETE 


With 3 Nozzles and 4 Car- 
tridges of approx. 1 qt. each. 


Shipped Express Collect for “72 





Terms: 2% disc. net cash with order. To 
approved credits 2% 10 days. 30 days 
net. F. O. B, Philadelphia, Pa. 


pound, the same high 


grade compound preferred 


ROOPING & FURNACE CEMENTS 

CASEMENT, METAL SASH & GLAZ- 
ING PUTTY 

STOVE & BOILER PUTTY 

PERFECT PATCHING PLASTER 


by leading architects and 
builders. Place your order 


now. 


PECORA PAINT COMPANY, Inc. 


Established 1862 by Smith Bowen 





WRITE 
FOR 
BOOKLETS 






Member of Producers’ Council, Inc. 











WhATS NEW 








Lawrence & Venango Sts. Philadelphia, Pa. 


















Fishing Line Package 


This new line coiling reel and pack 
is first being used for “Ashaway Nylon” 
waterproofed bait casting lines, as il- 





lustrated. It replaces the Ashaway 
Bakelite coiling reel with detachable 
brass keepers. Made entirely of wood. 
The wooden coiling reel, with its 
double row of spokes, is finished in 
Persian orange, the line itself complet- 
ing the Ashaway orange-and-black color 
combination. Label is red, black and 
silver “Ashaway Nylon” design devel- 
oped for this line. Pack is enclosed in 
a white cardboard box, labeled for shelf 
identification and also for display use, 
and is furnished with a transparent 
plastic display cover. A similar pack 
is being adopted also for the “Ashaway 
Nylon” fly casting lines in level and 
single taper styles. Ashaway Line & 
Twine Mfg. Co., Ashaway, R. I. 


Auto Alarm 


“Gardsall,” the new automatic elec- 
tric alarm stands guard when the car 
owner is absent and starts the horn 
blowing intermittently and keeps it 
blowing for 15. seconds after anyone 
touches any part of the car. It is 
controlled by a switch which enables 
the owner to turn the alarm off while 
the car is in use. Installation is said 
to be simple and easy, and can be 
accomplished by anyone in a few min- 
utes’ time. Knight Morley Corp., 620 
E. Hanceok Ave., Detroit, Mich. 
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“Snap-On” Screen 
Patches 


Made of bronze wire cloth. Two 
sides have patented hooks which auto- 
matically snap onto any screen. The 
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other two sides have special shapes 
which nest into the screen in order to 
eliminate rough edges on either side of 
the screen. Patches are 1% in. square. 
It is not necessary to remove 
from window to apply. Six patches are 
displayed on an attractive double-faced 
card, giving illustrated instructions. 
Two dozen cards are packed in display 
box, shown. Cards retail at 25 cents 
each; $3 per dozen. Screen Patch Co.. 
1249 Commercial Trust Bldg., Phila- 
delphia, Pa. 9 


screen 


Home Insulation 
“The Best Insulation Costs No More” 


is title of new folder describing benc- 
fits to home owner of using “Red Top” 
insulating wool. Photos show prope: 
application methods. Designed as en- 
velope stuffer to help dealers develop 
prospects for insulation sales. Offered 
free to USG dealers by the United 
States Gypsum Co., Chicago, Ml. 


Plastic Moulding 








The Macklanburg-Duncan Co., Okla- 
homa City, Okla., announces “Maduco” 
plastic mouldings and trim in a beauti- 
ful neutral ivory, which, according to 
the manufacturer, gives widest range 
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for decorative schemes. Harmonizing 
or contrasting color effects, it is stated, 
may be obtained by use of colored in- 
serts in many of the strips which is 
advantageous because almost any re- 
quirement can be taken care of with a 
minimum investment in stock. The line 
consists of 20 shapes, including pack- 


aged, factory-fit sink frames. Catalog 
on the line may be obtained. 
Plastic Handled 
Putty Knife 

The new “Red Devil” P23 1%-in. 
putty knife features a transparent 


amber-colored handle of cellulose ace- 
tate, the patented construction of which 
makes possible a full-tang blade while 
retaining the solid 
one-piece handle, maker states. Three 
large compression rivets prevent sepa- 
ration of handle and blade, and the 
handles have full rounded sides and 
ends. The 14-inch blade, formed from 
high-carbon cutlery tool steel, oil hard- 
ened and tempered, comes both. stiff 
and flexible, the latter being taper 
ground under water. The blade has a 
silver-glazed finish, and is branded and 
stock numbered. It has a square point. 
The knife is packed in cartons of 12, 
six with stiff blade and six flexible. 
Landon P. Smith, Inc., lrvington, N. J. 


smoothness of a 


Music Wire Package 

In the marketing of Music Wire 
Johnson Steel & Wire Co., Ine., 
Worcester, Mass., has introduced an in- 
novation, an attractive red and silver 








package containing wire in one-quarter, 
one-half, and one pound, all standard 
sizes. The name Music Wire is derived 
from the fact that many years ago it 
was found that this high grade spring 
wire was ideal for piano strings. Its 
uses are numerous and one of the most 


common is in the formation of small 
Besides this package, Music 


in five pound 


springs. 
Wire is also supplied 
wrapped packages, also catch weight 


coils. 


Low-Cost Homes 





No. 240 


Particularly recommended for 
public buildings, schools, hos- 
pitals, dormitories and office 
buildings. 








No. 401 
FOR THE $5000 HOUSE 


An all-mirror front, elec- 
trically equipped cabinet with 
Colonial lights. 


FOR HOUSES COSTING 
FROM $3500 TO $5000 


Equipped with demi-tubular 
light bracket, light switch 
end electric convenience plug. 





FIND THE ANSWER TO 
BATHROOM BEAUTY and UTILITY 


IN MIAMI CABINETS and 


ACCESSORIES 


Miami produces beautiful and distinctive cabinets 
that are correct in size and price for low-cost 
homes. These models are just as outstanding, price 
for price, as Miami’s finer creations. 

Regardless of the price class, Miami Cabinets offer superior 
quality, more alluring beauty, more convenience features. And 
because this is true, more families are enjoying the luxury of 
Miami Cabinets than any other metal bathroom cabinet built. 
problems—whether 
mansion—you'll 
lovely models. 


bathroom « cabinet 
cottage or 
140 


Whatever your customers’ 
for public or private housing, for 
find the better solution among MIAMI’s 
Write for Catalog. Address Dept. HA. 


MIAMI CABINET DIVISION 
The Philip Carey Mfg. Co. 
MIDDLETOWN, OHIO 


No. 404 
FOR THE 
$3500 HOUSE 


An inexpensive 
recessed cabi- 
net, designed 
for the ex- 
tremely tow - 
cost home, cot- 
tage or sum- 
mer bungalow. 
The mirror is 
set in a steel, 
white enameled 
frame. 
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Spice Cabinet 


No. 300—accommodates small cans 
of spices. May also be used for toilet 
articles. Cabinet is of wood, with lac- 


WHATS NEW 


tools that are used for copper tubing. Vitreous Enamel 
Large diameter tubing can be threaded 


« 9? 
with standard thread-cutting _ tools. ‘Flex-Seal Cooker 








Tubing ranges in sizes from 3/16 in. Vischer Products Co. 412 Orleans 
to % in. in diameter. Sizes up to ”e St., Chicago, Ill., manufacturer of the 
in. in diameter, with wall thickness of stainless steel “Flex-Seal” cooker, is 

035 in., is stocked in long length coils ready to launch a new vitreous enamel 

such as illustrated. Tubing over ‘% “Flex-Seal.” The enamel used will be 

in. in diameter is stocked in 12-ft. exceptionally durable, as well as acid 


resistant, and will chip no more easily 
than a bathtub, maker states. Although 
the basis of enamel-ware is steel, it is 
not the alloy steel containing nickel, 
tungsten, and chromium, which the gov- 
ernment needs. 





quer enamel finish. Choice of colors 
red, green, blue, or black and white. 
Suggested retail selling price, 35 cents. 
Cobbs-Hopkins Co., Des Moines, lowa. China Racks 
“Tenite”’ Tubing For storing or carrying cups, saucers, 
and plates. Racks are rubber covered 
A Seamless tubing extruded in con- 
tinuous lengths. Said to be virtually 





unbreakable, and may be readily bent, lengths. One inch diameter tubing is 
formed, or curved to fit almost any con- expected to be available for delivery 
dition. Ends may be easily adjusted shortly. Julius Blum & Co., 531 W. 
to standard flared fittings with same 22nd St., New York City. 














Here’s a red-hot idea . . . geared right to 
the times! This message on your display boxes 


wire in red, white, green, or blue. 
Fibo Mfg. Co., 1133 Broadway, New 
Nig of Acme Corrugated Wood Joint Fasteners | York City. 

al will remind your customers of one important 






| 
x. ° ee at = aaa PY 
ACME TACK-POINT = Ung _ way to aid the Victory effort. grey 
CORRUGATED FASTENERS S. “fixing up .. . are orders of the day! And Acme Biceummoter 
are used to repair furniture, whe, Tack-Point Corrugated Fasteners meet this cur- 
pres vey — gan" “— chev “S| rent requirement. Put an Acme Fastener Dis- Maker states it can give immediate 
pet hota .— ene | - fast- play Box up in front to work for Uncle Sam delivery on these micrometers which 
er. it their lon vele points . | ; 1 
end chase euttiad Gites they pene and for you. If you now have Acme display | — rong tool a rng pan 
_— but do not crush the wood cartons without the red, white and blue RE- spindie for song wear, taces iappe 
se , parallel by hand on both odd and even 
Driven with a hammer, Acme fas- PAIR labels, let us ; to ins ; ss and true 
teners are easily and quickly applied. know the number of gages . a (ea 4 ’ 
Every home owner, cabinet maker, | measurement at any reading; adjust- 
carpenter and woodworking hobbyist labels you need. | able thimble sleeve. Two types avail- 


is @ prospect for this inexpensive 
Vietory item. Insist on genuine 


able—to measure 1 in. by thousandth, 
ACME STEEL wood joint fasteners. 


| guaranteed accuracy, 1/10 thousandth 
| of an in.; to measure 1 in. by 10 thou 
sandths, guaranteed accuracy, one-half 
ACME STEEL COMPANY, 2898 ARCHER AVE., CHICAGO, ILL 1/10 thousandth of an in. Lock nut 
3 a: ; and ratchet stop, extra. The Central 

Branches and Sales Offices in Principal Cities Tool Co., Cranston, R. I. 
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Supplee-Biddle Holds Eighth Merchandise Fair 





An informal dinner was given ex- 
hibitors on Wednesday evening in 
the W.G.S. Building. Tribute to 
company employees was expressed 
by Mr. Steltz, who thanked them and 
the exhibitors for their efforts. The 
people of this country, he said, have 
an unusual job and one requiring 
great courage. The war is going to 
last until we win it and we will have 
a new baptism of courage. Musical 
numbers were presented by some of 
the exhibitors and a parade was 
staged by some of the ladies of the 
company attired in patriotic costume 
and bearing illuminated blackout 
canes. 


Home Run Casey 


The merchants of Decorah, 


Officers and executives of the Supplee-Biddle Hardware Co. who directed the lowa, purchased all of the tickets 
Merchandise Fair, left to right: E. Conner, buyer; G. A. Fee, assistant superin- to a baseball game between a lo- 


tendent; L. B. Dreifus, assistant vice-president; G. A. Crudden, superintendent; 
Wm. Geo. Steltz, president and sales manager: R. G. Geppinger, assistant 
- vice-president; F. F. Trader, buyer; C. J. Cunius, buyer: L. S. Adams, treasurer; 


cal college and a visiting univer- 
sity—and then gave the tickets 


C. B. Leinbach, buyer. and L. A. Hoeflich, secretary. away to their customers. 


EALERS from all parts of the 

territory served by Supplee- 
Biddle Hardware Co., Philadelphia, 
Pa., wholesale hardware distributors. 
attended that company’s eighth an- 
nual Merchandise Fair held in the 
company’s W.G.S. Building, 231 N. 
Third St., Philadelphia, a company 
warehouse, March 2-5. Attendance 
of hardware dealers, who went to 
Philadelphia in special buses and 
cars, was more than 30 per cent 
greater than for last year’s show. 
There was a 10 per cent increase in 
the number of manufacturers exhib- 
iting. As at last year’s show, which 
had been held in a hotel, the domi- 
nant color theme was red, white and 
blue. 

Directed by Wm. Geo. Steltz, pres- 
ident of the company, and other off- 
cers and executives of the organiza- 
tion, the show featured a number of 
new lines including gift novelties 
which attracted considerable dealer 
interest. Blackout necessities and a 
special display featuring the return 
of horse goods were the source of 
great attention. Seasonal and other 
promotions of the company, includ- 
ing the Billy and Ruth toy promo- 
tion and the showing of special 
event window display trims, were 
other features. As in previous years 
show specials were offered. Each 
evening a bugle and drum corps in 
full regalia paraded through the 
exhibit rooms. 
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Supply the need for 
LOW-COST PROTECTION 


with 


) 


BLACK 


METAL COATING 


Careyclad—developed by Carey research—is a better Metal 
Coating that sets new standards of durability and service. 
“Cash in” on the demand for low-cost protection .. . sell Carey- 
clad—with satisfaction for your customers and PROFITS for YOU. 
























Careyclad protects metal against rust and weather—is ex- 
tremely durable, abrasion resistant, and resistant to acid, alka- 
line and salt atmospheric conditions. It is a practical low-cost 
coating for metal buildings, iron sheets, 
structural steel, bridges, heavy machin- 
ery, ornamental iron work and numerous 
sheet metal products. 
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Applied by spray painting. brushing or 
dipping. Promptly available in quantity 
through CAREY Branches and Distributors 
everywhere. Write for details, address 
Dept. 66. 


FREE METAL DISPLAY RACK 


An attractive metal Display Rack (one to dealer 
only) will be given free of charge with an 
introductory order totaling 35 gallons of products 
in 5-gallon cans (or 50 lb. pails) or smaller cans. 


THE PHILIP CAREY MFG. COMPANY, Lockland, Cincinnati, Ohio 
Dependable Products Since 1873 


IN CANADA: THE PHILIP CAREY COMPANY, LTD. 
Office and Factory: Lennoxville, P. Q. 














Maintenance Materials 
Essential to Victory 


By ROBERT G. PATTERSON 
Merchandising Director, 
The Lamson & Sessions Co., 
Cleveland, Ohio 


FEYHE following quotation from a 
Washington, D. C., press re- 
lease of late January is official notice 
to the merchants of this country 
that we have taken another im- 
portant step in a controlled economy 
of more than ordinary importance. 
The press release read in part, 
“Full authority to ration all 
goods and commodities sold on 
the retail market and any prod- 
ucts sold to ultimate consumers 
for the satisfaction of personal 
needs has been vested in the Office 

of Price Administration in a di- 

rective issued by Denald M. Nel- 

son, chairman of the War Produc- 
tion Board and approved by Pres- 
ident Roosevelt.” 

Hardware retailers, wholesalers 
and manufacturers, who have been 
lulled into indifference to the present 
situation by wishful thinking and 
the sweet assurances of uniformed 
salesmen, should take the Washing- 
ton release as a _ business Pearl 
Harbor. It is time to wake up to 
the fact that the distribution system 
in your industry, which functions 
smoothly and efficiently year after 
year, is more than ordinarily im- 
portant to the maintenance program 
which is necessary if our country is 
to win on the home front. 

That maintenance of farm ma- 
chinery, automobiles, trucks, indus- 
trial equipment and the like is of 
primary importance has been recog- 
nized by Washington authorities. It 
is equally evident that the basic 
maintenance of farms, homes and 
incidental equipment so necessary 
to the well being of our citizens has 
not been fully anticipated. Perhaps 
the smooth distribution of thousands 
of hardware maintenance items from 
manufacturers to distributors, to re- 
tailers, to farmers and household- 
ers, which will become more im- 
portant with the reduction of new 
appliances, accounts for the failure 
of the industry to present the main- 
tenance picture to the proper au- 
thorities and secure suitable recog- 
nition. 

It is time for straight thinking 
and talking. Washington does not 
seem to realize what an important 
part hardware plays in the everyday 
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maintenance of the farm and home. 
ls the industry going to ignore a 
situation which may mean the dis- 
continuance of such ordinary main- 
tenance products as nails, tacks, 
wood and metal screws, bolts and 
nuts? 

It sounds unreal to talk about or- 
dinary steel products used in main- 
tenance as not being distributed the 
same as during the past 75 years. 
Maybe so, but it was only a short 
time ago that automobile tires were 
plentiful. Different conditions exist, 
we will agree, but did we know 
about rubber? Do we know abeut 
steel? I don’t believe anyone, steel 
manufacturer or the Washington 
economist, knows how much steel it 
is going to take for our war pro- 
gram. 

The very foundation of our war 
and economic life is threatened when 
the flow of nails, fence wire, screws, 
bolts, nuts and thousands of other 
maintenance products necessary for 


everyday repair are not available. 
Such a condition must be true right 
now and, if such is the case, there 
will be less of everything as time 
advances. Right now in many in- 
stances your manufacturers cannot 
get sufficient steel to meet war de- 
mands. Imagine how those manu- 
facturers are to replace the supplies 
in your store as they are sold to 
your customers who have more 
money to use for purchases. 

You, Mr. Retailer-and Mr. Whole- 
saler, are going to have less to sell. 
Don’t become too impatient with 
your supplier when he fails to fill 
your order. In each and every case. 
the man next to you in the distribu- 
tion system is doing his level best 
to keep you in business. 

Everywhere the question is being 
asked, “What can we do about it?” 
The answer must be “not much.” 
But be sure of this—your suppliers 
and Government want to help and 
will help if the actual requirements 
for maintenance can be reliably esti- 
mated. The retail associations, the 
wholesaler groups and the manufac-- 
turers must combine and co-ordinate 
their efforts in showing Washington 
that final victory will be won on 
land, sea, in the air, in our homes 
and on the farms and what it will 
take in the form of maintenance 
materials. 





Tire Recapping Terms 


ILLIONS of American motor- 

ists, and owners of other ve- 
hicles which use tires, faced with 
the necessity of having their worn 
pneumatic casings récapped if the 
present restrictions on the use of 
rubber continue, will also have the 
problem of learning a set of words 
peculiar to the trade, with which 
they have previously been little 
familiar. 

According to Paul V. McLaughlin, 
manager of repair material sales of 
The B. F. Goodrich Company, some 
of these terms are: 

Camelback: The rubber compound 
used in replacing the tread on a 
worn tire. It can be made with vary- 
ing percentages of crude rubber, re- 
claim rubber, other ingredients. 

Toc Cap: Camelback applied just 
across the top of the tire after the 
worn tread has been buffed off. 

Skid Depth: The distance between 
the top and the bottom of the tread 
design on the finished recapped tire. 


Buffing: Roughening the old tread 


surfaces and taking off surface rub- 
ber to present a uniform surface for 
the camelback. 

Cementing: Applying cement to 
the roughened tire surfaces. 

Carcass: A tire body exclusive of 
the tread. 

Mold: A piece of equipment de- 
signed to convey heat to the tire so 
the new tread, or recap, may be 
vulcanized or “cured” and the ce- 
ment flow so uniform adhesion takes 
place. 

Matrix: A circular metal shell, 
which impresses the tread design in- 
to the camelback during the cure. 

Curing Tube: A heavy rubber 
tube inserted in the tire and inflated 
to provide pressure which forces the 
camelback into direct contact with 
the matrix, thus assuring that the 
tread design will be correctly im- 
printed in the recap. 

Cure: The application of heat for 
definite periods to vulcanize or cure 
the recap and adhere it to the tire. 
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Washington News Reel 
(Continued from page 43) 


lizer, superphosphate, and potash on 
and after Feb. 27 at prices above those 
at which any retail seller charged dur- 
ing the five-day period ended Feb. 20, 
inclusive. The regulation has a life 
of 60 days from its effective date, but 
on or before its expiration will be sup- 
planted by a permanent regulation. 
xk 

THE JOKER is that at the termi- 
nation of the 60-day period, the main 
fertilizer sales season will be over, and 
the industry affected, some 750 mixers 
who produced some 8,310,853 tons of 
fertilizer in 1940, will get it in the neck 
as well as the retailers. The reason is 
producers’ prices must be adjusted. 


S0% SUES 
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THE USE OF RAW AND 
PROCESSED JUTE from India has 
been sharply restricted by the War 
Production Board. All raw jute and 
several jute products come from India. 
The order, M-70, prohibits the use or 
sale of any raw jute hereafter arriving 
in this country except to fill defense 
orders. Imports of jute will be allo- 
cated among processors and importers 
on the basis of the amount of jute they 
received during 1939, 1940, and 1941. 
Manufacturers in March and April of 
twine and rope (excluding letter-mail 
twine) is restricted to 80 per cent of 
the average monthly shipments of 1941. 


THE WPB has amended the re- 
frigerator order L-5-b, which freezes 
and restricts sales of domestic mechan- 
ical refrigerators, to permit the Army, 
Navy and Maritime Commission to ob- 
tain new refrigerators without first 
getting specific permission from the 
WPB. Under the amendment, reports 
of such sales must be filed with the 
WPB not later than the 10th of each 
month. 

x * & 


WPB ALSO HAS ISSUED AN 
AMENDMENT to order L-5 govern- 
ing the manufacture of domestic 
mechanical refrigerators. The amend- 
ment merely defines a domestic me- 
chanical refrigerator as a refrigerator 
for household use which has a net ca- 
pacity of 16 cubic feet or less. 
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New England Convention 








NEW ENGLAND OFFICERS—Left to right: John E. Swanson, Portsmouth, 
N. H., vice-president; Russell R. Mueller, Boston, Mass., secretary: Frank 
J. Toole, Pawtucket, R. I., president. 


NAME & PLACE—New En- 
gland Hardware Dealers Association. 
convention and exhibit, Feb. 24-26, 
1942, at the Hotel Statler, Boston, 
Mass. 

NEW OFFICERS—President. 
Frank J. Toole of Pawtucket, R. L. 
succeeding John T. Skolfield, Gard- 
ner, Mass.; vice-president, John E. 
Swanson, Portsmouth, N. H. New 
directors: J. C. Curtis, Berlin, N. H.; 
John T. Skolfield, Gardner, Mass.;: 
other directors: A. L. Averill, Barre. 
Vt.; Lucius C. Chandler. Newton 
Center, Mass.; Raymond Crompton, 
E. Greenwich, R. I.: Victor L. 
Hubert, Mansfield, Mass.; Emil 
Kratovil, Springfield, Mass.; James 
P. Mackey, Brookline, Mass.; D. W. 
McMahon, Burlington, Vt.; Arthur 
J. Moreau, Manchester, N. H.: 
Henry W. Rollins, Waterville, Me.: 
George Rose, Somerville, Mass. 
Secretary is Russell R. Mueller, 
Boston. 


RESOLUTIONS — Association 
pledged support to the present war 
effort on the part of the National 
and State governments. Also recog- 
nized that various necessary controls 
are now being imposed to help regu- 
late their business during these 
emergency times. 

ADDRESSES Donald 7. Hood. 
New England District Manager. 
WPB, told the dealers that the more 
they filled essential requirements. 
the more business they did for the 
war effort, the easier it would be for 
them to obtain stocks. “The whole 
attention of the country must be on 
uninterrupted war production. Im- 
portance of all other production 
fades by comparison,” he said. 

Thomas J. McCormick, a member 
of the Wage and Hour Law Division 
at Washington, said that “The plac- 
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ing of a floor under wages and a 
ceiling over hours under the Wage 
and Hour Law has stabilized busi- 
ness by removing much of the threat 
of unfair competition based on 
subminimum wages and excessive 
hours.” He further stated, “With in- 
dustry being subjected to the un- 
usual stress and strain of changing 
over from a peacetime to a wartime 
status, there is more need now than 
ever for industry to have the bene- 
fits of the stabilization the Wage 
and Hour Law affords.” 

Freeman Barnes, General Electric 
Company. Cleveland, Ohio, blamed 
poor lighting facilities in defense 
plants for much of the delay in our 
war production program. He pre- 
dicted that defense plants could save 
nearly one and one-half billion work 
hours in one year by increasing the 
lighting in these plants by only three 
per cent. He said that present light- 
ing is only one-quarter of minimum 
needed and that proper lighting 
saves mistakes, time, energy and 
eyesight. All of which add up to in- 
creased production. He urged the 
dealers to help by making sure that 
proper lamp bulbs are sold to places 
important to defense construction 
and thus help to save man hours 
lost through improper lighting. 

Adolph Kwitek, on leave from 
Hibbard, Spencer, Bartlett & Co.. 
Chicago, Ill., and now with Hard- 
ware and Housewares Division of 
the OPA, told the meeting the Price 
Control Act was passed to prevent 
inflation. He assured dealers that 
his department would work with dis- 
tributors and dealers as other divi- 
sions had been formed to work with 
manufacturers. He recommended 
simplification of lines and confining 
stock to best selling numbers. He 





quoted figures from Hibbard, Spen- 
cer, Bartlett records which showed 
that the dealer’s stock was made up 
of 60 per cent saleable merchandise, 
and the rest was dead stock. 

Mr. Kwitek told the dealers that 
they would have to replace hard-to- 
get lines with new lines such as 
glassware and woodenware and sug- 
gested that they work closely with 
their distributors. 

Horace P. Aikman. Cazenovia. 
N. Y., N.R.N.A. representative, 
spoke on merchandising under pres- 
ent conditions. He told the dealers 
that the hardware trade will suffer 
more than any other business and 
that to offset this, the dealers should 
cut expense and go back to earlier 
methods. He urged them to cut out 
waste, get their customers to pay 
more promptly and assured them 
that the public expected to wait for 
merchandise which would enable 
them to curtail deliveries. 

As a means of offsetting the de- 
pletion of merchandise stocks he 
said that the hardware stores would 
have to revert to service stores and 
build up their service and repair de- 
partments. He told of one dealer 
whose service department made him 
$3,500 a year. The hardware man 
has got to be resourceful, he pointed 
out, and gave the following sugges- 
tions—Build up paint department 
around service to customers, tell 
them how to do the job and have 
floor sanding service which also ties 
in with wallpaper, window shade 
and linoleum sales. He suggested 
that dealers put in new items such 
as flower arrangements, crockery, 
glasswares, sporting goods, clothing. 
small poultry, garden supplies for 
victory gardens, start a gadget de- 
partment, baby department with 
scales, basinets, etc., outside cook- 
ing department selling bricquets, 
charcoal, hooks, racks, furniture as 
more people will be staying home, 
etc. 

Above all, he said that the dealers 
should advertise to keep consumers 
conscious of the hardware stores so 
as to offset the competition which 
the dealer is sure to get from the 
automobile accessory, electric appli- 
ance stores. He told them to get 
their businesses in good shape, pay 
their bills promptly as the manufac- 
turer is looking after the jobber who 
has paid promptly, and the jobber is 
doing the same thing for the retailer 
who pays promptly. 

On the afternoon of the first two 
days the motion picture, “Opportu- 
nity Unlimited,” was shown by Vir- 
gil Richard of the Remington Arms 
Co.. of Bridgeport, Conn. 
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Typical of the new Lawson Line of 
“Quiet” Fluorescent Lighted Cabinets is the 
Berkshire No. 888 FLR. Finished in 
“Lustre Lux” baked enamel, this handsome 
cabinet is also available without side lights. 








“QUIET’’ 


Fluorescent Bathroom Cabinets 


THE FLUORESCENT LIGHTING BATHROOM 


CABINETS THAT ARE MECHANICALLY RIGHT 





Now you can offer your customers a fluorescent lighted 
bathroom cabinet that is mechanically right as well as beau- 
tiful in appearance. 


The newly designed Lawson “Quiet” Fluorescent Lights 
are not just a makeshift attachment, but an integral part of 
the cabinet! Due to a patented self starting switch and an 
improved resister, all hum and flicker have been eliminated. 
In addition, because these lights are luminous over the en- 
tire surface of the tube, they give more light with less 
glare. Switch to operate both lights in base of left bracket, 
convenience outlet in base of right bracket. 


We will manufacture Lawson “Quiet” Fluorescent Lighted 
Cabinets as long as materials are available. For complete 
details write for new catalog and price list—today! 


THE F. H. LAWSON CO. 


Cincinnati, Ohio 
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| BATHROOM 


. 
\ CABINETS 


126 YEARS 
OF QUALITY 








“Specialists in Cabinets for Defense Housing” 


SOLD BY AMERICA’S LEADING HARDWARE JOBBERS 
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IN SIGHT— 
IN MIND 


All cotton yarn, firmly braided, 50% 
stronger than soft roving lines, yet low 
priced. Whale is value to your customers, 
and to you—it has extra sales value, be- 
cause it is packaged to be se/f-selling, in 
brightly printed transparent wrap and 
effective counter display carton. You can 
sell clothes line even though you hide it 
away—you can sel/ far more when it is 
properly displayed. 


Clothes line is a necessity—-people have 
to buy it—but not necessarily from you. 
Stock Whale Clothes Line and let the 
effective Whale packaging say, 

buy here and now. 


Ask your jobber for Whale Clothes Line 
quality to satisfy—packaged to sell 


We make a wide variety of braided cotton 


clothes line and sash cords, to meet all 
requirements for price and quality. 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 








WAREHOUSES 


ASSURE | 
PROMPT SERVICE 


on MILWAUKEE 


BUILDER'S HARDWARE... 
@ the COMPLETE Line favored @ 


by Builders and Architects for 


over 40 years 





NEW YORK— 
416 Broadway 


BOSTON— 
I 99 Bedford Street 


CHICAGO— 
150 N. Wacker Drive 


LOS ANGELES— 
319 E. Fourth Street 


SEATTLE— 
3230 Western Avenue 


‘MILWAUKEE... 


The Popular Line at 
best Dealers everywhere 
MILWAUKEE STAMPING COMPANY 


816 SOUTH 72nd STREET 
WISCONSIN 


MILWAUKEE ad 








National 


HARDWARE 


HE line of builders’ hard- 

ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 


The finest materials used in 
construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 


Send for the new National 
catalog; yours for the asking. 








The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Latches 


Strap and Tee 
Hinges 





Screen Hardware 




















National Manufacturing Co. 
STERLING : + + ILLINOIS 
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Virginia Convention 





VIRGINIA OFFICERS—Left to right: George T. Omohundro, Scottsville, secre- 
tary and treasurer; R. L. Beamer, Pulaski, vice-president, and W. T. Tillar, Jr., 
Emporia, president. 


NAME & PLACE — Virginia 
Retail Hardware Association con- 
vention and exhibit, Feb. 23-25, 
1942, at the John Marshall Hotel, 
Richmond. 


NEW OF FICERS—W.T. 
Tillar, Jr., Emporia, elected presi- 
dent, succeeding J. Edd Mathews, 
Galax. R. L. Beamer, Pulaski, was 
elected vice-president. George T. 
Omohundro, Scotsville, is secretary- 
treasurer. Directors elected were: 
M. R. Ford, Orange; C. W. Cleaton, 
South Hill; J. H. Whitehead, Jr., 
Chatham; W. R. Harris, Newport 
News; A. B. Hill. Portsmouth, and 
Earl Clouser, Winchester. 


RESOLUTIONS —F avored 
supporting the compromise coopera- 
tive bill now pending in the Virginia 
Legislature. Opposed Federalization 
of Social Security. 


ADDRESSES —Fred P. Wil- 
mer, field representative, WPB, ex- 
plained the complicated priorities 
machinery and sought to clear up 
misunderstandings in connection 
with the securing of priority ratings. 
War conditions are fast reducing the 
list of essential civilian articles ob- 
tainable through priority ratings to 
“food, shelter, and clothing.” Mr. 
Wilmer said. He told the dealers 
that the whole priorities set-up is 
based on use as the determining fac- 
tor in issuing ratings. He said the 
two classes into which orders must 
fall are articles for war use and 
those considered as essential civilian 

, needs. 

Mr. Wilmer also remarked. 

“There is no use kidding ourselves 


about the fact that war needs are 
going to continue to reduce the 
stocks available for sale to the pub- 
lic, especially when we consider the 
government is expecting to triple its 
war production output this year.” 

Alexander Best, president, River- 
side Steel Co., Wheeling, West Va., 
who represented the National 
Manufacturers’ Assn., spoke on 
“How We Can Avoid a Postwar De- 
pression.” He said, “Make invest- 
ments attractive by allowing both 
business and individuals who risk 
their money to keep enough earn- 
ings to make the venture worthwhile. 
Have tax policies which encourage, 
not penalize ‘rainy day’ reserves and 
savings. Hold the public debt to a 
size which will not further endanger 
the value of our currency. Change 
our securities law and the regula- 
tion of our securities market so that 
the financing of honest business will 
not be burdened by unnecessary red 
tape and expense. Maintain banking 
and credit policies which will pro- 
vide enough credit to meet expand- 
ing business needs but will prevent 
excessive speculation.” 

He further pointed out, “We must 
also cut to the bone every non-de- 
fense expenditure. Federal, State. 
and local. Every public works 
project which is not vital to national 
defense should be postponed. Avoid 
waste in war spending. Raise a sub- 
stantial proportion of the cost of the 
arms program by widely spread tax- 
ation, and borrow the remainder out 
of the savings of the country, not 
from the banks. Increase civilian 
production as much as possible with- 
out delaying war production. Re- 
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A WAR MESSAGE 


to 


ALL EMPLOYERS 


* From the United States Treasury Department * 


Bas 
Winninc Tuts War is going to take the mightiest effort consideration. You will receive—1l, a booklet describing 
America has ever made—in men, in materials, and in how the Plan works; 2, samples of free literature fur- 
money! Every dollar, every dime that is not urgently nished to companies installing the Plan; 3, a sample 
_ needed for the civilian necessities of food, clothing, and employee Pay-Roll Savings authorization card; and 4, 
the shelter, must, if we are to secure final Victory, be put into the name of your State Defense Bond administrator who 
ub- the war effort. can supply experienced aid in setting up the Plan. 
the An important part of the billions required to produce To get full facts, send the coupon below 
its the planes, tanks, ships, and guns our Army and Navy —today! Or write, Treasury Department, Sec- 
need must come from the sale of Defense Bonds. Only tion B, 709 Twelfth St., NW., Washington, D. C. 
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e- preserve our democratic way of life. 
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vill to the employee each time his allotments accumulate to 
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Capt. Savabrush has a great 
war-record! He’s fought hard 
to save lives of paint brushes 
all over America. And now, 
with bristles at a premium, 
he’s fighting harder than ever! 
Schalk Chemical Company, 
Los Angeles and Chicago. 














Are you gelting 


YOUR SHARE OF 





INDUSTRIAL 
SOLDERING IRON 
BUSINESS? 


One thing is certain in these 
uncertain days—your best pros- 
pects are those plants engaged 
in defense production. You can 
sell DRAKE Soldering Irons to 
those plants—for DRAKE irons 
have the stamina to take the 
punishment of constant use. In- 
vestigate this “live” prospective 
market. 

Illustrated here is No. 600-10 (100 


watts, % in. tip) from the line of 
DRAKE Industrial Soldering Irons. 
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ASK YOUR 
JOBBER FOR 
INFORMATION 


DRAKE ELECTRIC WORKS, INC. 


3656 LINCOLN AVE. CHICAGO, ILL. 





lease government stock of farm com- 
modities as the cost of living tends 
to rise. Hold installment buying in 
check.” 

Thomas K. Ruff, Columbia, S. C., 
told his audience, “Win the war 
first, your business comes second. 
The emergency will bring changes 
in merchandising and merchandise, 
and our business policies must be 
changed to meet these changes. Re- 
gardless of how much merchandise 
you have to sell, your store name 
should be kept in the public mind; 
store policies should continue to be 
sold; participation in all war drives 
should be a rule; identify yourself 


with every war effort. If American 
business wants to run its own show 
when the war is over, it will have to 
start by using the present abnormal 
period for laboratory purposes in 
the development of new and effective 
remedies for our economic ills — 
where, as and if, we come out of 
this, increased government control 
of business may be avoided only if 
business does its own job so well 
that the public will not tolerate fu- 
ture interference.” 

A feature of the convention was 
the showing the Remington - Peters 
film. “Opportunity Unlimited,” pre- 
sented by Leslie S. Webb. 


North Dakota Convention 


NAME & PLACE—North Da- 
kota Retail Hardware Association 
met on Feb. 24-26, 1942, at the Hotel 
Gardner, Fargo, N. D. 


NEW OFFICERS—T. L. Strin- 
den, Litchville, elected president suc- 
ceeding Paul Schilla, Dickinson. 
A. C. Gunvaldson, New Rockford, 
elected first vice-president; Ralph 
Christensen, Watford City, second 
vice-president; Miss Louise J. 
Thompson, Grand Forks, reelected 
secretary-treasurer. Directors: J. P. 
French, Bismarck; Arnold Quarve, 
Fessenden, and Alton Anderson, 
Minot. Advisory board: Paul Schilla, 
Dickinson; Loren Elenbaum, Lang- 


don, and D. F. Bjelde, Mayville. 
RESOLUTIONS — Opposed 


complete federalization of the social 
security system. Opposed policy of 
U. S. Department of Agriculture by 
means of which of granting loans to 
fruit growers in State of Washing- 
ton through the regional agricul- 
tural credit corporation. Advocated 
support of all constructive efforts of 
U. S. Government in war time emer- 
gency and pledged best efforts to- 
ward conservation of materials and 
in cooperation in the protection of 
the consumer from unwarranted 
price increases. 


ADDRESSES—.. R. McArthur, 
Huron, S. D., vice-president of the 
Northwestern Public Service Co. and 
member of the speakers’ committee 
of the National Association of Manu- 
facturers, in an address “Industry 
Answers the Nation’s Call,” said 
that the production of arms was a 
story of conversion, that the present 
war was one of production and dis- 
tribution and that it was a war of 
hardware. 


J. A. Erickson, Jr., St. Paul, Minn., 


in speaking on credits and inflation, 
said, “Any extension of time for 
payment on all contract obligations 
covering stoves, refrigerators, oil 
burners, and other major appliances 
which require a minimum down pay- 
ment and a minimum monthly pay- 
ment for the contract payment must 
be made according to the stipulated 
agreement. Regardless of whether 
the financing of the account is made 
by the merchant or some financing 
agency, the government, in order to 
carry out the intent of the regulat- 
ing act, must and will continue to 
scrutinize and regulate until the ulti- 
mate payment.” 

E. W. Anderson, chairman of the 
North Dakota AAA committee, : aid 
that reaching food production quo- 
tas will tax the resourcefulness of 
North Dakota farmers as it will have 
to come about with less new farm 
machines and less labor. 

Hobart Thomas, NRHA, summar- 
ized the following 10-point program to 
help hardware dealers in war times: 
“1Team up with your wholesaler; 
2—Add new lines and items; 3—Put 





T. I. STRINDEN 
President 


HARDWARE AGE 











TUCKER DUCK AND gM RUBBER comPany 


Tucker Hardwood 
Folding Furniture 


STRONG AND STURDY 
BUILT OF HARDWOOD 
WONT TILT 









A fine, useful chair 
for the school, 
church, store, and 
assembly hall. Our 
No. 85, folds flat 
and stacks flat. 














Three sizes, adult, 
juvenile and childs. 
Finished in natu- 
ral, walnut stain or 
colors. Low prices. 


PATENTED 





TUCK’ ER' WAY 
A colorful, popular priced 


line that sells on ‘“‘Sight.”’ 








Peerless folding chairs are available in an in- 
teresting and varied line. Chairs in some twenty 
styles for the home, lawn, porch, club, and 
beach. Strong hardwood frames and colorful 
canvas covering. Wide price range, and popular 
sellers. Catalog on request. 


ARMY COTS 


Handy in case 
of emergency, 
these cots prove 
satisfactory, and 
practical. Built 
with sturdy, 
hardwood 
frames and 
metal reinforced at folding points. Wide range 
of sizes and prices. 





i 3: lucker sa AND RUBBER COMPANY 


DEPT. FORT SMITH, ARKANSAS 
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No.915 MATCHED DRIPLESS SERVER SET 


A fine eye-appeal number. Consists of matched dripless 
servers — 48-ounce and 11-ounce sizes. Tissue packed in 
smart set-up gift box. Tops and slides are Tenite plastic 
in choice of colors. Containers are clear glass. See your 
jobber . . . plan your promotion immediately! 





SMARTLY PACKAGED IN crt | 
BOX © FOR YEAR-ROUND 
SELLING ¢ IDEAL GIFT FOR 
\\ MOTHER'S DAY * SHOWERS 

7, ANNIVERSARIES © BRIDGE 
Be JE PARTIES * BIRTHDAYS, ete. | 








iw aprit issue of LADIES’ HOME JOURNAL 
.. MORE THAN 4,000,000 CIRCULATION... 


(Retail prices slightly higher west of Mississippi) 
STEP UP SALES...SELL COMPLETE SETS 





Wa 512 Wo. 451 Ne 382 Mo. 24 Me 427 


NEW YORK OFFICE — 200 FIFTH AVENUE 
WESTERN OFFICE — TERMINAL SALES BLDG., SEATTLE, WASHINGTON 


FEDERAL TOOL CORP. 


LEAVITT ST., CHICAGO, ILLINOIS 


400 N. 
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This Colorful All-Metal 
DISPLAY RACK 


With your order 
for only 150 ff. 
. R-V-LITE 
R-V-LITE (VITAPANE), the All-Purpose 

Window Material, sells fast! Repeat 

orders roll in for More Profits To You 

with this ‘‘eye’’ and ‘‘buy’’ compel- 

ling all-metal display. Adjustable for 

installing in any position on counter, 

wall or shel Convenient cutting- 


edge guide reduces waste—speeds up 
sales! 





Champion of Modern Glass Substitutes 
DURABLE-FLEXIBLE—REALLY TRANSPARENT 


Admits Over 60% Ultra Violet 
Rays. Weatherproof Shatter- 
proof! Comes in 50 ft. and 150 
ft. rolls, 36 inches wide, packed 
individual carton 


R-V-LITE 5 STAR edt 
SALES HELPS No” putty—No 


glass-cutting 





@ Used in Place of Glass Every- 
where 

@ Quality Brings Repeat Busi- 
ness 

@ Display Rack Reduces 
Waste, Speeds Sales 

@ New Merchandising and 





Sales Helps Supplies addi- 


@ National Magazine and tional Vitamin 
Radio Advertising D’’ vital to 

WRITE TODAY for money- chick” growth 

making Service Display Deal and health 


and FREE SAMPLE 
AT YOUR LOCAL JOBBER 
OR DIRECT TO: 
-ARVEY CORPORATION 
"rcleetee Manufacturers T€ 


AVL 








BELT LACING 





STEELGRIP—the stronger belt lac 
ing is easily applied to any type of 
flat belting with a hammer. Olinches 
smoothly, will not slip 

Prevents frayed belt ends. 


boxes, handy package or long lengths. 





WIREGRIP 
are easier to 


the belt hooks that 
handle, easier to use 
aligning card prevents 


Patented blue 


waste, makes every hook usable. Per- 
fect alignment on every hook. Fit 
WIREGRIP or any other standard 


lacers. 

Write for catalog and circulars. 
ARMSTRONG-BRAY & CO. 
“The Belt Lacing People” 

5348 Northwest Highway, Chicago, U. 8. A. 
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your money in fast selling items; 
4—Mark up with the market. 5— 
Build up a reservoir for declining 
market; 6—Streamline your ex- 
penses; 7—Liquidate your accounts 
receivable; 8—Pay off your debts 


and amortize your real estate mort- 
gages; 9—KEstimate your sales and 
budget your expenses; 10—Follow a 
definite, planned merchandising pro- 
gram and put more punch in your 
selling.” 


Missouri Convention 


NAME & PLACE — Missouri 
Retail Hardware Association, con- 
vention and exhibit at the Audi- 
torium, St. Louis, Mo. 


NEW OFFICERS-—A.D. 
Riggs, Kennett, Mo., elected presi- 
dent, succeeding H. C. Mell, Farm- 
ington. R. E. Williams, Silex, Mo., 
elected vice-president, and J. W. 
Giesler, St. Louis, elected treasurer. 
L. C. Kreh, St. Louis, is secretary. 
Directors: Carl I. Hanneke, St. 
Louis; Walter I. Moon, St. Louis; 
O. D. Bradley, Troy; Milo H. Walz, 
Jefferson City; Bert Wehmueller, 
Washington, and E. E. Wachter, St. 
Louis. Advisory board: H. C. Mell, 


Farmington; G. O. Busch. Union, 
and H. E. Brown, Trenton. 
ADDRESSES —Clifton Rodes, 


Bleknap Hdwe. & Mfg. Co., Louis- 
ville, explained how hardware stores 
were keeping up the morale of the 
nation by helping to keep up the 
morale of the mechanics by fur- 
nishing tools; keeping up the morale 
of the farmer by furnishing equip- 
ment to farmers, who in turn fur- 
nish food to the army, and keeping 
up the morale of the woman in the 
home by filling her needs for women 
“bear the brunt in any war.” 


William P. Mackle, Union Elec- 
tric Co., in a speech, “There Are 
Techniques in Selling Substitutes,” 
advised dealers “not to apologize 
for substitutes use the word 
alternate instead . . . often the sub- 
stitute will prove to be better.” “If 
you can't get something by priority 
rights, then get something else.” he 
continued. 

H. C. Mell, retiring president, 
summarized his speech, “Operating 
the Hardware Store for Profit,” with 
this advice: “Keep your show win- 
dows painted, or put in a modern 
store front, when and if possible. 
Have sales meetings with your 
clerks, train them to be better sales- 
men. Change your merchandise in 
show windows every four or five 
days, use attractive advertising in 
newspapers or handbills. Keep your 
store neat, and clean, just as you do 
your stock . . . and have a friendly 
greeting for every customer. Study 
your community’s needs and compe- 
tition, and make your purchases ac- 
cordingly. Above all collect your 
accounts promptly. Because of the 
scarcity of merchandise, get out all 
your old and obsolete stock, put a 
price on it, as it will be more easily 
sold now.” 





MISSOURI OFFICERS—Left to right, front row: H. C. Mell, Farmington, retiring 
president; O. D. Bradley, Troy. director; Adolph Riggs. Jr.. Kennett, president. 
Second row: Milo H. Walz. Jefferson City, director; Carl I. Hanneke, St. Louis. 


director; R. E. Williams, Silex. vice-president. 


Rear row: H. E. Brown, Trenton, 


advisory board; L. C. Kreh, St. Louis, secretary: E. E. Wachter, St. Louis, direc- 


tor. 
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Coat Mule Shoes 


No wonder Phoenix and Juniata shoes have 
been preferred by the trade for over 50 years. 
They're made of special analysis open-hearth 
steel, insuring extra long wear. They're de- 
signed and built by experts, which accounts 
for their correct shape, easy fit, and uniform 
punching, creasing and shaping. And they 
are made in every type and size for both mules 
and horses. 


PHOENIX 
Ever Ready 


Horse 
Shoe 


in 





JUNIATA 
Light Mule 





a 


Note High 
Inner Rim 







Front 
Polo 









PHOENIX 


Toed and 
Heeled 


Made in Front and Hind 
Extra Light, Light, 
and Snow pattern. 











SWEETS 
Toe Calks 





Blunt 





Country Pattern 








Leading jobbers ecvery- 
where distribute Phoenix 
and Juniata horse and 
mule shoes on an es- 
tablished policy through 


(regular trade channels. 





JUNIATA 
Short Heel 


Hind 





PHOENIX | 


Noiseless Mule 


PHOENIX 
Noiseless 
Horse 
Shoe 


Phoenix also manufactures Turned Heel shoes, Sport 





a any man who knows good tools, what pliers 
he ranks first. The acceptance of Klein as tops in 
pliers by linemen, electricians, master workmen, is a 
good testimony to the in-built quality, precision man- 
ufacture and individual testing of every pair. 
The Klein trademark on the pliers you 
sell is a guarantee that these tools are the 
finest—since 1857. 








shoes, Hooks and Shuts, Spuds, Drop Forged Welding 
and Slip-On Flanges, Commercial Forgings, and other 
similar items. 


PHOENIX MANUFACTURING COMPANY 


Catasauqua, Pa., 


Joliet, Illinois, 


Your copy of the 
Klein Pocket Tool 
Guide will be sent 
on request. 


WEE 


DISTRIBUTED THROUGH JOBBERS 
Foreign Distributor: 
International Standard Electric Corp., New York 


comms WO LE EN xen 


VEN U E CcCAGO 
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And #3 Gems are 


@ Because of outstanding appearance 
— attractive pictures lithographed 
on metal. 


Because picture is permanently 
locked to the blank. 


@ Because of the famous Gem folding 
wire fasteners—secured to the blank 
by sockets raised from the metal of 
the blank itself; no assembling oper- 
ations or loose parts involved. 


Ask your Wholesaler for #3 Gems, 
or write us for reference. 


| L. CLARK MANUFACTURING CO 


ROCKFORD. ILLINOIS 









Use SpeedWay Tools 
to get PRIORITY Business 


Now, you, too, can get priority 
business, can sell your local in 
dustries, trade schools, shops and 
homecraftsmen who have sub con 
tracts As part of the war speed 
up these light, handy, low-priced 
SpeedWay Electric Drills are be 
ing used like hand tools. (One in 
every workman's pocket?) One old 
fashioned, heavy-duty drill often 
replaced with 5 to 10 SpeedWays 
Here's volume priority business 
that carries a full hardware trade 


margin, on tools carried by all 

leading hardware jobbers. 

Write for Catalog and mailing 
cireulars. 


SPEEDWAY MANUFACTURING CO. 
1836 S. 52nd Avenue Cicero, Ilinois 








CALIFORNIA OFFICERS— 
Left to right: LeRoy Smith, 
secretary: F. H. Johnson, 
San Luis Obispo. retiring 
president; George Linder, 
Tulare, president. 





California 


NAME & PLACE — California 
Retail Hardware Association, Feb. 
17-19, 1942, at the Western Furniture 
Exchange and Merchandise Mart, 
San Francisco, Calif. 

NEW OFFICERS — President, 
George W. Linder, Tulare, succeed- 
ing F. H. Johnson, San Luis Obispo; 
first vice-president, Frank C. Hol- 
man, Sonora; second vice-president, 
Oren Ruth, Woodlake. Directors: E. 
C. Quill, Eureka; J. M. Lusher, San 
Francisco; George L. Messic, Col- 
usa; W. E. Cole, Novato; Theodore 
Helmle, Lodi; A. /T. Jones, Grass 
Valley. Fred H. Johnson, retiring 
president, joins Fred Bamman and 
Max Ish on the advisory board. 
Le Roy Smith, San Francisco, is 
manager. 


ADDRESSES— Rivers Peterson, 
managing director, N.R.H.A., in dis- 
cussing the effort of a war economy 
on hardware retailing, urged mer- 
chants to expand lines to make up 
for unavoidable shorts; to avoid 
sacrificing margins; to watch credits, 
and avoid long terms and _ allow- 
ances; to replace men with women; 
to keep a sharp eye on costs, and to 
intensify selling efforts. 

W. Withington. vice - president, 
American Fork & Hoe Co., explained 
the situation with respect to hand 
tools resulting from the defense 
program. He called attention to the 
fact that at the moment, production 





CALIFORNIA DIREC- 
TORS — Left to right, 
front: M. E. Ish, Sali- 
nas; Fred R. Bam- 
man, Oakland; W. E. 
Cole, Novato; A. T. 
Jones Grass Valley. 
Rear: F. H. Johnson, 
San Luis Obispo: J. 
M. Lusher, San Fran- 
cisco; Theo. Helmle. 
Lodi, and E. C. Quill, 
Eureka. 


Convention 


of hand and garden tools is limited 
to 75 per cent of the quantity made 
in 1940—a poor year compared with 
1941. 

George Eberhard, San Francisco, 
presented his annual address on 
problems of the coming. year. Other 
speakers were Max Ish, Salinas, 
past-president of the association; 
Alvin E. Hewitt, Pacific Coast man- 
ager of the National Association of 
Manufacturers, and William S. Dunn 
of San Francisco, who urged con- 
certed and strong opposition to the 
proposed federalization of unem- 
ployment relief. 

A feature of the convention was 
the showing of the Remington and 
Peters companies’ film, “Oppor- 
tunity Unlimited.” Harry Strugnell, 
West Coast manager of the Reming- 
ton Arms Co., prefaced the showing 
of the film with a statement relative 
to the prospects for guns and ammu- 
nition this year. 


Butter Crusade 


Sauk Centre, Minn., is in the 
midst of a dairy farming com- 
munity. One of their best efforts 
to help business in their section 
was @ Butter Sales Crusade. By 
creating a bigger demand for their 
customers’ products, they put more 
money in the pockets that feed 
their cash registers. 
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ore Now U.S.Government 


Urges Motorists 
t pefore to Protect Finish 


4 Times a Year 





Make Up Profits Lost On 
“‘Hard-to-get”’ Merchandise 


This is an ‘‘all-out’’ fight. Business is 
in for drastic changes. It doesn’t pay 
to sit back and bemoan what we can't 
get. We should be out getting more 
business on merchandise still avail- 
able. Products like Simoniz and 
Simoniz Kleener . . . now in greater 
demand than ever before. Acknowl- 
edged as essential in preserving the 
beauty and finish of automobiles in 
this emergency. Here’s your oppor- 
tunity to make up for lost profits by 
doing a better selling job on them 


MOTORISTS WISE 


TODAY ...MORE THAN EVER 


Endurance is a Most Important Factor 


THE SIMONIZ COMPANY 
CHICAGO, U.S. A. 








No one need be told in these times that the security 
of our nation depends on our military and naval 
might. These are days that call for strength and 
endurance . . . cooperation and efficiency to the 


end that the job might be finished quickly. 





THE JACKSON LINE We of Jackson Manufacturing Company have al- 
BARROWS ways taken great pride in the quality of our prod- 
CONCRETE CARTS ucts. Today, we sincerely believe that this effi- 


DRAG SCRAPERS 
MORTAR PANS ? M ‘ - . . 
MIXING PANS will do their part in quickly winning the war. 


ciency and quality of Jackson Superior Products 


Write for Catalog 42H—It Shows the Complete Jackson Line in Color 


JACKSON MANUFACTURING CO. 


HARRISBURG PENNSYLVANIA 
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Pay Steady Profits 


Every Carpenter, Plumber, Electrician, 
Hotel, Hospital, School, Factory and 
Handyman in your neighborhood is a 
prospect for PAINE Pull-Out-Proof 
Anchors. And, our monthly advertis- 
ing to over 500,000 of these anchor 
buyers keeps 
them coming in- 
to YOUR store. 
Next time you 
need Toggle 
Bolts, Lead An- 
chors, Lead or 
Fiber Wood- 
screw Anchors, Pipe Strap, and 
“Sudden Depth’ Drill Bits ask for 
the PAINE brand and get the best. 


THE PAINE CoO. 


2963 Carroll Ave., Chicago, Ill. 
New York Warehouse & Sales: 48 Warren St. 


Look for the Arm-and-Hammer 




















Improved 


PIPE 
CUTTERS 


The Drop-Forged and 
“Combination” Pipe Cut- 
ters can be used as a 1 or 
3 wheel cutter. All are im- 
proved cutters, accurately 
made with hardened steel 
pins and rollers. Thrust 
rods of “Saunders” type 
cutter are hardened at the 
point and bear on embed- 
ded, hardened steel block. 
On “Barnes Type” the 
thrust is taken up by 
drop-forged steel sections. 
Parts are interchangeable 
with other standard makes. 
All are Cadmium Plated. 


“ARMSTRONG BROS.” 
Knife Blade Cutter Wheels 
cut much faster and eas- 
ier, hold their keen cut- 
ting edge for they are 
made of Vanadium Tool 
Steel, heat treated, hard- 
ened, and Cadmium Plated. 












Write today for Caft- 
alog C-39, showing 
the most complete line 
of Pipe Tools made. 







‘ARMSTRONG BROS. TOOL COMPANY 
"The Tool Holder People" 


314 N. Francisco Ave., CHICAGO, U.S.A. 
Eastern Warehouse & Sales: 
199 Lafayette St.. New York 













CONNECTICUT OFFICERS—Left to right: Ben Krieger, Shelton, direc- 
tor; William C. Welch, Westport, director; Charles Freeman, Bran- 
ford, secretary: Fred Blish, Jr., Manchester, treasurer; John LeClaire. 
Jewett City, vice-president; Fred Hall, Canaan, director; Joseph L. 
Palmer, Wallingford, retiring president; William B. Welden, Sims- 
bury. vice-president; Lester B. Hayward, Middletown, president. 


Connecticut Convention 


NAME & PLACE—Connecticut 
Hardware Association convention, 
Feb. 18 and 19, 1942, at the Hotel 
Bond, Hartford, Conn. 


NEW OFFICERS—Lester B. 
Hayward, Middletown, Conn., was 
elected president, succeeding Joseph 
L. Palmer, Wallingford. John Le- 
Claire, Jewett City, and William 
Welden, Simsbury, were elected 
vice-presidents, Fred Blish, Jr., Man- 
chester, was reelected treasurer. 
Charles Freeman, Branford, is secre- 
tary. 


ADDRESSES—Joseph L. Palm- 
er, Wallingford, retiring president, 
in his annual message predicted fur- 
ther credit control through the re- 
striction of open accounts. Charles 
Freeman, Branford, secretary, in his 
report cautioned dealers against un- 
warranted price rises. 

Horace Aikman, Cazenovia, N. Y., 
N.R.H.A. representative, said deal- 
ers must expect less volume and 
profits because of the scarcity of 
merchandise. However, he said they 
could still operate successfully by 
practicing economies in their stores 
and avoiding waste of electricity, 
paper, twine, etc. Mr. Aikman 
pointed out that a solution to the 
problem of employee turnover was 
in the hiring of more women. 

He cautioned dealers to keep their 
stores before the public eye and 
to keep up their promotions. He 
pointed out that now with incomes 
up, dealers can get back on a cash 
basis. He advised that dealers pro- 
mote new lines such as picnic goods, 
pet supplies, including foods, play 
room equipment, baby departments. 
He urged them to salvage trade- 
in merchandise, particularly appli- 


ances, rebuild them, and sell them 
as used merchandise. This could be 
done with washers, pumps, vacuum 
cleaners, etc. He also recommended 
selling second hand pipe and fit- 
tings. 

Edwin L. Howard, WPB field rep- 
resentative, told the dealers that we 
must have priorities as long as there 
are shortages of material. There are 
two ways to subsidize the supply of 
raw materials needed for our war 
effort, he remarked. One is to open 
up new sources of supply, increase 
the number and output of steel mills, 
and subsidize low grade copper 
mines. The other is to conserve and 
save our present supply and direct 
it entirely toward defense and away 
from civilian use. 

Mr. Howard pointed out that the 
United States produced 2,000,000 
refrigerators in 1939. In them, he 
said, was enough steel to make 20,- 
000 light tanks, or 56,000 27-milli- 
meter anti-aircraft guns, or 15,000 
four-ton trucks, or the hulls of 21 
heavy cruisers. 

Virgil Richard, Remington Arms 
Co., Ine., Bridgeport, Conn., pre- 
sented the Remington-Peters film, 
“Opportunity Unlimited.” 

Secretary Freeman read the shop- 
pers’ report. Other speakers were 
Marshall A. Mott, general manager, 
Hartford Better Business Bureau, 
who discussed, “The Public Service 
of Private Business in Defense,” and 
Willard Rogers, president, Bond 
Hotel, who welcomed the convention 
to the city. Features of the sessions 
were the Question Box conducted by 
Lester Hayward, Middletown, and 
William Welden, Simsbury; and a 
skit, “Light Conditioning,” presented 
by Monroe B. David, Light Condi- 


tioning Sales Service, New York. 
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The “Easy-Pour” Lip Makes 
wee It Easy to Sell 


DeLuxe No. 1120 





PAIL 


Pail with the specially de- 
signed “Easy-Pour” Lip that 
makes milk handling surer | 
and faster...keeps the flow 
under control... prevents spilling and waste. A bright | 
tin pail with a raised bottom that’s easy to clean... 
heavy-wired top, heavy tin-wired bail, riveted ears. 
Size 11%x9'}{6; holds 12 quarts. One dozen to carton; 
shipping weight 27 pounds. 





applied for 


A fine profit-producer in war-time or peaceful days, 
an item on which deliveries are reasonably satisfactory. 


ASK YOUR JOBBER’S SALESMAN 


SCHLUETER MFG. CO. 


ST. LOUIS. MO. 








Order No. 160-BC. Vaughan’s Improved CAN OPENER 

COMBINATION . . BOTTLE OPENER ... CORK 
SCREW ... AND A NEW OPENER FOR ALL CANNED 
LIQUIDS! The only complete Can Opener Combination on 
the market, at a popular price. Packed on individual display 
cards. One dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed 
on three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 
3211-25 CARROLL AVE. CHICAGO, ILL. 
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DAIRY 


Here is No. 1120—the Dairy | 











WE BELIEVE 


In the victorious future of our coun- 
try and the American way of living. 


At the present time our entire produc- 
tive capacity is employed on defense 
work and this will continue for the 
“duration”. 
Because of our faith in the future we 
are planning for that future. We want 
new products to make after the last 
defense order is finished; products for 
the general consumer that can be sold 
through the hardware trade. 
If you have such a product that you 
think is good and wish to sell it out- 
right or on a royalty basis, write us. 
DO NOT SEND ANY SAMPLES OR 
MODELS as we cannot be responsible 
for their return. Just send us a brief 
description. If interested we will write 
you. 

WE NOW MAKE 
Richard Oilers — Plastering Tools —- Putty 


Knives and Scrapers —--Wire C & H Hooks — 
Carded Items — Three-In-One Garden Tool. 


Products Development Division 


THE ATLAS-ANSONIA CO. 
52-64 Grant Street 


New Haven, Conn. 

















MARCH’S MERCHANTS MAKE MONEY 
With these 


BLACKOUT NECESSITIES 












BLACKOUT FLASHLIGHT 
Plastic case 3 in. long. 
Holds 1 battery. Fits 
in vest pocket or 
lady's purse. 
NO. 75 
FLASHLIGHT 
AN EMERGENCY 
NECESSITY. Plastic 
case 5 in. long. Holds 
2 batteries. no. 2034P 














Ps *« 


Y, 
BLACKOUT FLASHLIGHT © /// 
WITH LUMINOUS TIP. Turn on 
flashlight for 10 seconds to 
charge tip with light - it will * 
glow for several hours. Un- x 








flashlight. Plastic case 5 in. - IT GLOWS IN THE DARK. _ Expose to 





long. Holds 2 batteries. e light for 5 seconds - it will glow for 
No. 2086" _\\* \ several hours. Pins on your lapel or belt 
_=> \ \\ 2 in. wide. NO. 2064 
—> | stl All articles mounted on cards for at- 
ys" tN H tractive display, easy selling. 
Se iy, ORDER THRU YOUR WHOLESALER. 
Ow\ 4 
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SEND US YOUR 


FOR FENCE AND 
METAL SPECIALTIES 


~*~ 


sys } - 
% 3, 4 ( % 
5% My AM, lft -_ 
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Stewart Iron Picket Fences and Entrance 
(rates and Stewart Chain Link Wire 
Fences, are available in a wide range of 
designs and types to meet all requirements 


Stewart Metal Specialties 
comprise Iron and Wire 
Window Guards to fit any 
size or shape of opening. 
Wire Partitions, Sliding and 
Folding Gates, Settees, Steel a 








Folding Chairs, Ornamental 
Iron Bracket and Pier Lan- 
terns, Railings, Flag Poles, 
and scores of other products 




















HARRAH 





Many dealers are making money by sending their 
inquiries to Stewart. Let us tell you about this 
plan You make no investment whatever. Send 
for literature mentioning products in which you 
are interested. No obligation, of course 


THE STEWART IRON WORKS CO., INC. 
937 Stewart Block. Cincinnati, Ohie 


Fence Builders to Ameriea Siace 1886 





SOLID STEEL 


FISH RODS 


With the New Lighter Tip 


Offer Greater Sales Appeal 


To give better balance 
and greater snap, Premax 
has designed six new num- 
bers with fully graduated 
blades and a much lighter 
tip. 

These new rods have a 
splendid sales appeal and 
offer exceptional opportu- 
nities to dealers who need 


a low-priced detachable 
handle rod. 


Send for special bulletin 
and prices. 


Fremax Froducts 


Division Chisholm-Ryder Co., Inc. 


4201 Highland Ave., Niagara Falls, N. Y. 
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NAME & PLACE — West Vir- 
ginia Hardware Association conven- 
tion, Feb. 23-24, 1942, at the Waldo 
Hotel, Clarksburgh, W. Va. 


NEW OFFICERS — President 
Ralph H. Triplett, Sistersville, suc- 
ceeding Fred E. Wright, Spencer; 
first vice-president, K. A. Sevy, Beck- 
ley; second vice-president, Beryl 
Snider, Philippi. Executive commit- 
tee: Allen Hammer, Buckhannon; 
Fred E. Wright, Spencer; Roy S. 
Michaels; Sam H. Diemer, Fair- 
mont. Sam H. Diemer, Fairmont, is 
secretary. 


RESOLUTIONS — Opposed 
passage of House Bill No. 107, com- 
monly known as the “Little Wagner 
Act,” as it was presented at the last 
session of the Legislature. Approved 
amendment that state will: continue 
its present policy of using highway 
taxes exclusively for road financing. 


ADDRESSES — Lieut.-Col. 
Paul H. Griffith, assistant executive, 
office of the Under Seceretary of 
War, Washington, D. C., speaking 
on national defense, declared, “We 
shall have to use every scrap of ma- 
chinery, every tool, and every human 
being that can possibly be used to 
support our Army and Navy. Hard- 
ware dealers are not in as critical a 
position as industries which make a 
greater use of scarce materials. 

Joseph G. Smith, Pittsburgh Steel 
Company, Pittsburgh, Pa., said: “lI 
feel safe in saying that the most seri- 
ous blow of the entire war program 
will be felt by wholesalers and re- 
tailers, such as you. Your current 
stocks may carry you through the 
first half of this year or perhaps for 
nine months; but after that I be- 


West Virginia Convention 





lieve there will be little chance for 
you to obtain additional material 
unless you take on priority business, 
and on that score the probabilities 
are that you will have little chance 
of obtaining such business, as the 
tendency will be to sidetrack you 
for speed.” 

George A. Lavalle, president, 
Marietta Paint & Color Co., Marietta, 
Ohio, pictured the sunny side of the 
war situation, saying that hardware 
stores would not have to go out of 
business, and that the situation 
would enable the dealers to dispose 
of obsolete and surplus stock that 
otherwise might not be sold. 

D. F. Hagner, assistant cashier, 
Baltimore Branch, Federal Reserve 
Bank, Baltimore, Md., discussed 
“Consumer Credit—Regulation W,” 
and pointed out that many retailers 
were unknowingly violating Regula- 
tion “W” of consumer regulations. 
Whenever a customer makes a down 
payment and agrees to pay two or 
more installments, he comes under 
Regulation “W,” he said. 

John H. Murphy, attorney, super- 
visor of Business and Occupational 
Tax Division, Charleston, W. Va., 
technical discussion of gross sales 
tax of state of West Virginia and 
how to meet its problems. 

Charles R. Isaacs, NRHA, dis- 
cussed priorities from the retailers’ 
viewpoint. He advised retailers to 
advertise and suggested ways and 
means of sustaining or increasing 
business volume. 

W. J. Sheely, Dealers Service Di- 
vision, The Geo. Worthington Com- 
pany, Cleveland, Ohio, also spoke on 
priorities and the relationship be- 
tween manufacturer and retailer. 





WEST VIRGINIA OFFICERS—Leit to right: Ralph H. Triplett, 
Sistersville, president; Fred E. Wright. Spencer, retiring 


president: Sam H. Diemer, 


Fairmont, secretary-treasurer. 


HARDWARE AGE 











w 
bi 
tr 
or 















for 
ial 
SS, 
ies 
ice 
the 


‘ou 


nt, 
ta, 


ire 
of 


jon 
nat 


er, 
rve 
ed 
v.” 
ers 
la- 
ns. 
wn 


ler 


er- 
nal 


les 


be- 





Join the 
BLACK LEAF 40 
PARADE 


e Millions of peo- 

= oe ple read Black 
Leaf 40 advertising every month. Metropolitan 
newspapers, national magazines, farm papers 
and country newspapers all add their voices to 
the shout. 


Over 3,000 Publications 
Carry Black Leaf 40 Ads 


This year, over 3,000 publications will tell the 
story of Black Leaf 40 for spraying flowers, 
fruit trees and vegetables, for delousing poul- 
try and for dipping and drenching live stock. 
Every month in the year reference is made 
from time to time on repelling dogs. The 
advantage of Black Leaf 40 is that it has a year 
‘round sale. 


















Stock Black Leaf 40 









TOBACCO BY-PRODUCTS & CHEMICAL 
CORP., INCORPORATED * LOUISVILLE, KY. 


The Jack-of-All-Trades 
is your good customer 


















HE SAYS: "For the kind of cutting I do, give 
me the blade with Easy-Starting Teeth!” 


Milford is the only hacksaw blade 
with Easy-Starting Teeth — the only 
blade sold under a Fair Trade Con- 
tract — not sold to chains and mail- 
order houses. 


Order your stock assortment today. 


THE HENRY G. THOMPSON & SON CO. 


NEW HAVEN, CONN. 
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Unravel an end af Puritan Sash Cord. Note its 
ALL YARN, SOLID oe construction. Each 




















PURITAN 
GE MILLS 


INCORPORATED 


ROUGCEVIitie, MY. 




















ARCADE — 
MOPSTICKS | 


* HOME SIZE 


No. 9102 


Quick-Selling 


Three | 
Models 


JANITOR SIZE | 
(Spring Type) 
| 





No. 9135 
(Screw Type) 
No. 9151 
No. 9102... . Head is 6 inches wide, handle 7, x 48 inches. A heavy 
stamped steel lever and strong wire clamp hold the mop securely. Cop 
pered finish metal parts. 
No. 9135 ... The Most popular janitor size mopstick on the market 
Combines strength and lightness. Head 7 inches wide, handle 1%, x 54 
inches. Steel spring clamp. Coppered finish metal parts 
No, 2151 .. . Made especially for use with mop pail wringers. A heavy 
duty mopstick with malleable cast iron head and ferrule, and a heavy 
wire bail securely seated in a 2% inch ferrule Head 7 inches wide, 
handle of waxed wood 1% x 54 inches. Metal parts black enamel except 
cadmium finished screw and thumb nut. 


Order from your Jobber. 


ARCADE MFG. CO. 1201 shawnee St., Freeport, Hi. 











Spring and Chain 
DOOR STOP 


. 
f 
7 A , ae - 
'+ ° os gar" i 


iii tt I 

Every storm door needs 

this handy, shock-absorb- 

ing wind check — and 

every householder will be 

glad to buy one. Show it 
and it’s a sale. 

Rugged three-screw brack- 
ets that won’t jerk loose 
extra strong chain - 
heavy springs on each end 
have just the right tension 
for sudden shocks. All 
parts heavily Cadmium 

plated. 

Packed one in an en- 
velope, complete with 
screws and directions for 
installing. One dozen en- 
velopes in a carton. Order 
from your Jobber today. 








No. 95-18-1 


For useful Items of dependable 
quality, specify *'Shelby'’. 


THES lelby 


¢C’ SPRING HINGE CO 
3s 029 0) sb Gam) 2 018) 








PROFITS PLUS— 


THE EASY WAY 
with “Sales-Maker”’ displays 
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Here’s an Eagle Oiler Dis- 
play that can help boost your 
profits. An assortment of 
quick-selling oilers in varied 
sizes and colors. Scan-can 
bodies in red, green, blue and 
crystal have real customer 
appeal. And these long-ser- 
vice oilers bring satisfied 
users back for more busi- 
ness. 


Ask your jobber today 


EAGLE MANUFACTURING CO. 
Dept. 932, Wellsburg, West Va. 
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NAME & PLACE—lowa Retail 
Hardware Assn., convention and ex- 
hibit, Feb. 10-13, at the Hotel Savery. 
Des Moines. 


NEW OFFICERS—. U. Chick- 
ering, Waterloo, elected president; 
vice-president, William A. Broquist, 
Des Moines. New director, Stanley 
J. Shupe, Clarion, elected for three- 
year term along with Harry L. Sum- 
mit, Macedonia, reelected. Philip 
R. Jacobson, Mason City, is secre- 
tary. 

ADDRESSES—W. Neal Galla- 
gher, Automatic Washer Co., New- 
ton, told the dealers that tire ration- 
ing was the new hope of the “cross- 
roads store,” since it curtailed longer 
purchasing trips by farmers. 

Hardware men were advised by 
Mrs. Lelah Horning, Tru-Test, to 
take over new lines of merchandise 
during the period of change ahead. 
She suggested lines to meet wo- 
men’s problems such as packaged 
towels, shower curtains, mothproof 
bags, unpainted furniture for kitch- 
ens, mirrors, vases, and accessories 
for the baby, including scales, play 
pens, bassinets, etc. 

The war had both good and bad 
effects on different lines of hardware 
merchandise, speakers at the Wednes- 
day sessions pointed out. Construc- 
tion of ordnance plants, camps, and 


Iowa Convention 





PHILIP R. JACOBSON 
Secretary 


other defense jobs were booming the 
sales of locks. Speakers on Wednesday 
included Carl F. Kern, Master Lock 
Co., Milwaukee; Vernon A. Richter, 
Babson Bros. Co., Chicago; W. T. 
Johnson, National Lock Co., Rock- 
ford, Ill.; Allen L. Brown, Silent 
Sioux Oil Burner Co., Orange City; 
J. W. Swaller, National Carbon Co., 
Minneapolis, Minn.; W. G. Leaman, 
executive sales manager, John Paus- 
chenberger Co., Milwaukee, Wis. 

Remington Arms Co. presented its 
motion picture “Opportunity Un- 
limited.” 





Canvas Glove Display Catches the Eye 
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L. S. Swinehart Co., Richmond, Mich., features canvas gloves upon this end 

table from October to March. The table faces one of the main traveled cross 

aisles. During the summer months the display is consolidated and moved to 

a place on the wrapping counter. Wire racks are used in displaying the 

various types of gloves while prices are displayed prominently over each 
separate division. 
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' A Single Wire 
Holds the Herd! 


A FAST MOVING, PROFITABLE SPECIALTY 










































































Electric Fence Controller 
Farmers are forced to conserve on fence wire. The Sparton Sting Ray 
saves wire, saves crops, saves labor, protects animals. Fills a real 
Battery Operated Models need in providing thrifty, reliable protection. Curtails fencing costs 
to absolute minimum. 6 volt, battery operated models. Also com- 
Approved for Safety binations utilizing 110 volt, AC current, or 6 volt batteries. 
Under All Conditions If your jobber does not carry Sting Ray controllers, write us for 
free information. Free dealer helps available. 
By Underwriters’ 
= ele aaeengnel THE SPARKS-WITHINGTON COMPANY, Jackson, Mich. 
Other Models $7.95 Up 1900 Fine Quality, Precision Products, for 42 Years 1942 
* NEW “VICTORY” BASKET! ACCURACY 
Conserves materials with minimum sacrifice of strength . . . AMERICA’S ARNE, FINEST ! 
New “Victory” finish (no pure tin available) . . . Simplified y 2 
line — five popular sizes and styles . . . Allocations — * TOOLS 
le due to national emergency, fewer bike baskets will be 
ly manufactured. Of those made, quantities will be fairly LINE CHALKING — 
, Snarled and tangled chalk lines are a 
k and justly allocated to customers of good standing. * a ot aoe past when the Warner 
r, Line Chalking Reel is used. Both ends 
of the shaft pass through the case, 
r. assuring a centered, free-acting move- 
k- ment of the reel at all times. The line 
is always chalked when pulled from 
at the reel. To refill with chalk, the shaft 
. end nut is removed; the cover then lifts 
S off easily. Supplied with 50 feet of 
’ line, hook and point pin and enough 
7 powdered chalk to last for twelve 
n, months, 
s- 
is 
n- 
| No. 400. ALL-STEEL WELDED PUTTY KNIFE 
} Semi-stiff, 1%” wide. A sturdy one-piece tool with nothing to 
loosen up, split or break. Handle comfortably fits hand 
ANDROCK 
_ No. 400. ALL-STEEL WELDED WALL SCRAPER 
Semi-stiff, 3” wide. Designed for heavy duty and will last a 
S lifetime. Rigidly built; cannot loosen up, split or break 
Order Today from Your Jobber 
AMERICA’S FIRST—FOR OVER 30 YEARS! WARNER MANUFACTURING CO. 
THE WASHBURN COMPANY +» WORCESTER, MASS. « ROCKFORD, ILL. 801 16th Ave., S. E., MINNEAPOLIS, MINN. 
| 
’ 
HERE’S AN EASY WAY TO SUBSCRIBE 
HARDWARE AGE 
100 East 42nd Street, New York, N. Y. 
Please enter my subscription to HARDWARE AGE for one year—26 issues. RATES: United States 
$1.00; Canada $2.00; Foreign $2.50. 
(_] Attached is my remittance. 
[_] Send invoice. 
d 
. NAME _..FIRM NAME 
°o 
. ADDRESS (Home?) os ... City .  * 
MARCH 19, 1942 







































NOW IN DEMAND 


STARRETT 
TRANSITS AND 
LEVELING INSTRUMENTS 





No.101 


Contractors, builders, carpenters, mill- 
wrights, farmers, etc., have many uses 
for Starrett Transit No. 99 or Starrett 
Leveling Instrument No. 101. These 
practical, accurate instruments are in- 
expensive and can be operated without 
engineering training. We have a lim- 
ited supply available for prompt de- 
livery. For a complete - description, 
prices, and sales possibilities, consult 


Starrett Catalog No. 26A. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 


Athol e@ Massachusetts o@ U.S.A. 








THE HIGH SPEED 
MARKET 





98% More Profit 


. .. because mechan- 
ics pay real money 
for this longer lasting 
TECH NITE blade, 
that cuts tough, alloy 
steel faster. 


FREE Display 


. . » assures fast turn- 
over... big repeat. 

rder Capewell’s 
TECHNITE today 
from jobber. 











CAPEWELL 





HACK SAW BLADES itt 
The Capewell Mfg. Co. 11 
Hartford, Conn., U.S.A, - 
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Southern California Convention 


DATE & PLACE — Southern 
California Retail Hardware Associa- 
tion exposition and convention. Feb. 
23-25, 1942. Long Beach Municipal 
\uditorium, Long Beach, Calif. 


NEW OFFICERS — President, 
Delbert L. Belm, Monrovia; first 
vice-president, Earl Templeman, 
Brea. Other officers to be elected 
by mail ballot, returnable March 16. 
J. V. Guilfoyle, Los Angeles, is man- 
aging director. 


RESOLUTIONS — Told manu- 
facturers and jobbers, retail hard- 
ware merchants must have consider- 
ation in a new and improved dis- 
count or margin set-up as costs of 
doing business are mounting and 
hardware retailers can no longer 
exist on the old 30 to 33 1/3 dis- 
count so long in practice. At least 
10 per cent or more is needed under 
present conditions. 

Oppased Federalization of Social 
Security; any legislation designed to 
control wages and hours of labor. 
Opposed trade diversion or manu- 
facturers and jobbers selling at 
wholesale or at discounts to retail 
trade. 


ADDRESSES—E. M. Grinnell, 
editor, Hardware World, gave a pic- 
ture of both sides of store, men’s 
and women’s, as far as merchandise 
and merchandising is concerned. 

Kent F. Moore, professor in the 
School of Merchandising, University 
of Southern California, drew com- 
parison between salesmanship in 
competitive stores and advantages 
hardware home owned stores enjoy. 

Roy S. Warnack, of the California 
Pharmaceutical Association, told 
how druggists gave prominent sales 
efforts to those manufacturers who 
gave the druggists profit protection 
through articles placed under the 
Fair Trade Law. 

Managing Director J. V. Guilfoyle 
acted as master of ceremonies and 
conducted a hardware quiz contest 
in which $115 in Defense bonds and 
stamps were distributed to hardware 
retailers. 

C. A. Lawrie Wilson, Pacific Coast 
manager. Corning Glass Works. gave 
the audience the advantage of his 
knowledge of how chain and special- 
tv stores plan sale events well in 
advance and work on predetermined 
schedules. 

Rivers Peterson, managing direc- 
tor, N.R.H.A., stressed the impor- 
tance of National Hardware Week. 
He also spoke of the rising costs of 


doing business, including taxes and 
pointed out that 25 per cent of the 
average hardware store’s normal 
business will not materialize this 
year due to limitation of merchan- 
dise. 





J. V. GUILFOYLE 
Managing Director 


Alfred R. Thomas, district man- 
ager. Priorities Division of W.P.B.. 
answered questions and tried to ex- 
plain the use of priorities and how 
retailers might secure additional 
maintenance material for farmers 
and ranchers. 


When a Firm Can Stop 
Advertising 
MANUFACTURER who finds 


F\. himself in an oversold condi- 
tion can with all logic discontinue 
his advertising provided the follow- 
ing conditions prevail: 

1. His present competitors stop 
advertising. 

2. No new competitors enter the 
field. 

3. No one discovers a substitute 
for his product. 

4. None of his present dealers 
goes out of business. 

5. No new dealers enter the pic- 
ture. 

6. His dealers do not realize he 
has stopped pushing the product. 

7. The public stops being born. 

8. The public stops dying. 

9. The public stops forgetting. 

10. He expects to go out of busi- 
ness as soon as the parade is over. 

—T. C. Dumonpb 
The Torch 
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Why your Red Cross now needs 


FIFTY MILLION DOLLARS | 


Every dollar that you give now to your Red 
Cross marches into the thick of things where humani- 
tarian help is needed most—up to the fronts and battle | 
stations where the fighting is heaviest. And throughout | 
our broad land to train and equip volunteers to meet | 
any emergency that may strike. 


How this War Fund is Used 


SERVICE TO THE ARMED FORCES $25,000,000 | 


Provides for the care of the Army and Navy, in- 
cluding services to men in hospitals and during 
convalescence. ® Provides an important link 
between the service men and their families. ® 
Provides essential medical and other supplies 
outside of standard Government equipment. ® 
Operates Red Cross headquarters at camps and 
naval stations. ® Enrolls blood donors and medi- 
cal technologists for Army and Navy needs. ® 
Provides millions of surgical dressings, sweaters, 
socks, etc., through volunteer workers. 


DISASTER AND CIVILIAN 
EMERGENCY RELIEF - - $10,000,000 | 


Supplies emergency needs for food, clothing, 
shelter and medical attention for disaster vic- 
tims. ®@ Assists stricken families in repair of 
homes and other adjustments; provides mini- 
mum reserves of essential relief supplies to pre- 
vent unnecessary delays. 


CIVILIAN DEFENSE SERVICES - $ 5,000,000 
Trains volunteers for home nursing and nurses’ 

aides. © Trains nurses, men and women, for ac- 

tive duty with the Army and Navy. ® Trains 

volunteers in First Aid and accident prevention, 

in Motor Corps, Canteen and Production. ® 

Organizes for evacuation of children and their 

families from stricken areas. ® Assists Red Cross 

Chapters in establishing effective coordination 

of emergency relief. 


SERVICE AND ASSISTANCE 
THROUGH CHAPTERS -. - $ 4,000,000 


Gives assistance and service to the 3,740 Red 
Cross Chapters with their 6,131 Branches respon- 
sible for local Red Cross activities. 


OTHER ACTIVITIES AND 
CONTINGENCIES - - - + $ 6,000,000 


ees } 
New activities made necessary by unexpected 
developments. | 


TOTAL - + ++ + + + + + $50,000,000 


THE AMERICAN RED CROSS 
$50,000,000 WAR FUND 


Note to Red Cross Canvassers: Use this page to inform | 
contributors how their donations are being expended. 
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have Hardware by 





Mecxinn ey 


Homes for war workers in Dallas... in 
Washington .. . in Pittsburgh . . . in all parts of 
the nation . . . are now being equipped with 
McKinney quality hardware. Builders every- 
where have come to realize the advantage of 
McKinney's greater durability, adaptability, and 
ease of installation. They realize, too, the advan- 
tage of equipping houses with hardware which 
not only meets today’s stringent requirements, 
but adds the plus of authentic design and good 
engineering, developed through 75 years. of 
quality hardware manufacture. Now is the time 
to talk McKinney and display McKinney . . . to 
build customers for tomorrow. 
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Here’s a Garden Display 
That Pays Plenty 


It’s Red Arrow in the colorful new display 
carton. Makes plenty of sales, at a healthy 
mark-up, insmall counter space. But don’t 
delay. Prices cannot be guaranteed in- 
definitely. Red Arrow is ready to help you 
boost 1942 sales with a new insect chart 
poster, free leaflets, and advertising in 12 
big national magazines. Order Red Arrow 
from your jobber now. 

THE McCORMICK SALES CO. 

403 Light St., Baltimore, Md. 


RED ARROW 


GARDEN SPRAY 

















Every User Recommends It— 


Every man who uses a Townsend Wire 
Stretcher is pleased with the ease with 
which it is attached to the wire, the rapid- 
ity with which the wire is brought into 
position for nailing, and the fact that he 
ean stretch the wire and nail it to the post 
without assistance. These time and labor 
saving features have made the 


Townsend Wire Stretcher 


a profitable seller for over 30 years. It 
will stretch plain, twisted, barbed, woven 
wire or large mesh open wire. The 3 foot 
wooden handle is fitted with malleable 
iron pincers with serrated steel grips war- 
ranted not to slip. Also ideal for tight- 
ening bands and wire on large shipping 
boxes, crates and bales. Send for Trade- 
prices, also Folder which gives complete 
details. 


B. W. TOWNSEND 
Painted Post, N. Y. 








“Where Fishermen Serve Fishermen” 
(Continued from page 68) 


register, we do make sales to many 
of the entrants and make a lot of 
friends.” 

The annual contest begins in 
April and ends on the first day of 
September. All fish 
weighed on the store’s 
Only those caught by people who 
have registered at the store 24 hr. 
and 


must be 


scales. 


in advance can be entered, 
fish must be caught in strict ac- 
cordance with the laws governing 
in the locality. The monthly award 
is a $6 reel for the largest bass 
caught on casting rod or fly rod 
with artificial lure during each 
month of the contest. The grand 
prizes are a $30 reel for the larg- 
est bass caught on a casting rod 
with an artificial lure and a $25 fly 
rod for the largest bass caught on 
a fly rod with an artificial lure. 

A wide variety of fishing tackle 
is offered, including fishing poles 
at 10 cents for youngsters and 
rods up to $25. Although the 
$7.50 rods are the best sellers, 
others are offered at prices as low 
as $1.75. Reels are priced from 
39 cents to $30 with the most pop- 
ular ones selling for $6. 

From Sept. 1 to Jan. 1 each 


year the store shows shotguns and 
sells from 20 to 25 a year at an 
average of $35. Rifles priced from 
$6 to $20 are other sporting items 
on which worth while saies are 
nade. Approximately 75 rifles are 
disposed of, most of them at $6. 


Uses an Archway for 
Displaying Lawn Mowers 
(Continued from page 48) 


the wall by brackets under the 
handles in this display. These are 
approximately 15 in. from the 
floor. Three other mowers are 
shown on the floor. Ten mowers 
in all are shown along the two 
sides of the arch—five on each 
side. The display space is large 
enough to show one model of each 
of the mowers carried in stock. In 
addition to this, grass catchers are 


also shown. These are simply 
hung from one of the wall 
brackets. 


Complete information on the 
prices of the mowers is given on a 
large show card on the wall above 
the display. This is helpful to cus- 
tomers as well as to the salesmen. 








This is the machine used by Pacific Plastics & Mfg. Co., Los Angeles, Calif., 
to justify the “Full Life Warranty” under which its “Hollymade” tubular latches 
are sold and advertised. For 24 hours a day, continuously night and day, this 
machine turned the latch back and forth without applying even a drop of oil 
to reduce friction. Aftes 10 days the machine was stopped and the latch 
removed and taken apart for inspection. R. C. Cerf, sales manager, attests 
that the only sign of wear was a negligible wear on the tip of the hub. 
Mathematically the latch was operated 5,132,000 times in the test. As Mr. Cerf 
puts it, “If you operated this latch in your home ten times a day it would have 
taken 720 years to have given it as much service. 
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War Time England 


(Continued from page 64) 


normal business situation is in a 
country that has been fighting an 
“all-out” war as long as has the 
British nation. Of course, spending 
only two weeks in England and 
Scotland, it would be impossible to 
discover all the angles of the activity 
of large and small business firms. 
The whole effort seems to be to win 
the war, regardless of profits. Every 
type of business is suffering. There 
is little profitable business left— 
automobile display rooms exhibiting 
1939 models of new cars; shelves in 
hardware stores empty; candy stores 
all closed; tobacco shops with 
hardly enough stock to keep open; 
taxis and official cars are about the 
only automobiles on the streets—but 
no business leader was complaining. 
They must win the war or there 
would be no opportunity for a 
“comeback.” 

The situation concerning all busi- 
ness in the British Isles was well 
stated by Lord Beaverbrook in an- 
swer to my question, “What are you 
doing for the small businessman?” 
He replied, “We are doing for the 
small businessman just what we are 
doing for the big business enterprise 
—absolutely nothing. We must win 
the war or there will be no small or 
large business firms in the British 
Empire.” : 

You will remember all of this hap- 
pened before we were in the war, 
and maybe this is an indication of 
what may happen to the general 
business situation in our own nation. 
We, too, must win a war. 


The Agricultural Situation 


I want to say something about the 
food and the agricultural situation. 
We are not in the same position as 
this small island with its millions of 
people. Consequently, whatever we 
might learn from their general plan 
of organization would be all that we 
could apply to our own type of con- 
trol and direction. 

Before beginning my remarks con- 
cerning crops, I want to say a word 
or two about the food we had served 
to us. We had plenty. We were not 
rationed in the amount served to us, 
but of course there were many foods 
we could not order or buy. Meat, 
that is steak, pork, veal or lamb, 
was not on the menu. Special ration 
cards are given to laborers for meat 
supplies and, of course, the armed 
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forces are served meat without 
rationing. 

The meat served at the hotels is 
usually fowl or fish, with bacon per- 
mitted once a month. Chicken was 
served in abundance, as orders had 
been issued by the Minister of Apri- 
culture to cut down on_ poultry 
flocks. This, they told us, was being 
done to conserve the concentrated 
type of feed usually fed to poultry. 

Dairy products were under com- 
plete rationing by the Agricultural 
Director. No milk or cream was 
served us, other than hot skimmed 
milk for coffee. Butter was limited 
to three very thin slices from a 
rounded mold about the size of a 
banana. We were told the children 
get the milk and, when financially 
unable to buy it, the government 
furnished the supply. Upon ques- 
tioning, I discovered that canned 
milk and powdered milk were begin- 
ning to arrive in some quantities to 
relieve the milk shortage. 

Sugar was strictly rationed—three 
cubes being the usual serving. For 
your further information, I was told 
it sold for 30 cents per pound or five 
times what you pay per pound in 
Colorado or did a few weeks ago. 


No Food Shortage 


From the information I gathered, 
Britain is not now suffering or ex- 
periencing a food shortage. This is 
not attributed to our shipping in of 
food supplies, but rather to the fine 
organization and capable work be- 
ing done by their Minister of Agri- 
culture, Robert Hudson. I was in- 
deed fortunate in having an oppor- 
tunity to have two conferences with 
Mr. Hudson and to attend a dinner 
and luncheon where I had the pleas- 
ure of sitting by him and talking 
over their general problems of agri- 
culture and food supplies. Mr. 
Hudson has been Minister of Agri- 
culture for 18 months, and if I 
learned correctly has brought order 
out of chaos. 

First, they carefully surveyed the 
food supplies and determined the 
type of food that could be easily in- 
creased, and which would, at the 
same time, maintain a properly bal- 
anced diet. Experts were used in 
working out this general plan of 
operation. When the plan was drawn 
the Minister of Agricuture checked 
the available supply and decided 
upon definite action to increase the 
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MPRESSED 
LEAD HEAD 
ROOFING NAILS 


HOW THEY DRIVE — WHAT THEY DO— 


Without impairing their lead caps 
in any way, these nails drive di- 
rectly through unpunched lapped 
steel roofing sheets, seal the nail 
holes with lead and make a sheet 
metal roof water-tight, protect it 
from rust and add years to its 
normal life. 
Samples and prices on request. 
We are still able to make prompt 
‘ shipment. 


ACTUAL SIZE 

Standard 1%” 

Leal Head 
Nails 

88 to the 

pound 









Dickson Weatherproof Nail Co. 
America’s Largest Producer 
of Lead Head Roofing Nails 





Evanston, Ill 


Birmingham, Ala 








best ... 
BETTER BRAND 


MOUSE AND RAT TRAPS 





McGill Metal Products Co. 























Outshines all others—in dependa- 
bility, economy, and durability. All- 
weather controls, Air Flow Combus- 
tion, Rising Cone Burner. Windproof. 
Leakproof. Sells because it looks 
better. Stays sold because it is better. 


EASIER TO SELL...In Two Handy Sizes 








Embury Mfg. Co.,Warsaw,N.Y. 





Looking For 
DEFENSE CONTRACTS 


E are wire form specialists. For over 90 

years, we have made bright iron and brass 
wire items for the hardware trade. If your 
Defense product requires ferrous or non-fer- 
rous wire forms of any kind—no matter how 
intricate, nor how exacting, we have the ma- 
chines, the skill and will to make them prompt- 
ly and economically. Write for estimates. 
For the duration, we ask our hdw. customers to 
oblige by ordering as far ahead as possible. 


M. S. BROOKS & SONS 
BOX ‘'B"’ CHESTER, CONN. 
Since 1848 


“‘BROGKS # HOGKS* 
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source of supply, as well as conserve 
what was on hand. If it was food 
that could be stored, proper storage 
facilities were arranged. If the food 
could be canned or processed, that 
method was adopted. 

It was interesting to find that in 
every case they asked the local board 
in each community to allot acreage 
requirements among themselves, be- 
fore the government ordered acre- 
age increases. If the community 
leaders failed to agree on where to 
place the allotted acreage, the Min- 
ister of Agriculture stepped in and 
allotted the acreage for that com- 
munity. 

Potatoes illustrate in general how 
the plan was developed. A certain 
section was found to have a type of 
soil and weather condition especially 
adapted for potato production. This 
community was told what the gov- 
ernment expected of them in potato 
acreage. They responded in a patri- 
otic and cooperative attitude, and 
this one community was able to pro- 
duce, in one crop, nearly as many 
potatoes as the entire island had pre- 
viously produced. Of course, with 
obstreperous farmers, the Minister 
of Agriculture has power to take 
possession of the farm, dispossess 
the farmer, then operate the farm 
through one of the general-copera- 
tive-community organizations until 
the war emergency is over. Mr. 


Hudson said this had been necessary 
in a few instances, both as to indi- 
vidual farmers and on some of the 
large estates where owners refused 
to cooperate. 

During this great war effort they 
were trying to maintain their same 
high standard of livestock breeding, 
but admitted that many of their fine 
herds of cattle, horses, sheep and 
hogs were being disposed of or scat- 
tered about in a manner which will 
probably disturb the livestock breed- 
ing program in the British Isles for 
years to come. 

After spending two weeks in the 
British Isles, we could see that while 
destructive bombing had torn indus- 
trial centers and homes into mere 
heaps of mortar, bricks, and twisted 
steel, the farm lands and truck gar- 
dens had not been damaged—while 
a great army moving into a country 
would ruin its productive areas. 

All over the British Isles, wher- 
ever we were, we noticed the great 
effort being made to produce home 
gardens and truck patches. Every 
city park in London has been made 
into hundreds of home truck gar- 
dens. We say vegetables growing 
in Hyde Park, and when I looked 
over the great wall around the Old 
Tower Building, I saw all around 
the old walls of that building small 
truck gardens producing vegetables 
for home consumption. 


Display Unit Stimulates Extra Sales 


(Continued from page 39) 


wide and about 8 ft. high and the 
base is about 1 ft. from the floor. 
The background is of wallboard 
and is painted a light color. 

A large number :of small tackle 
items are shown upon this back- 
ground. Most of them are shown 
in small rectangular spaces and 
are fastened to the panel with fine 
wire. This treatment is decidedly 
effective and tends to make the 
very small articles stand out. 

At the very top of the display 
is a large sign which tells cus- 
tomers when the fishing season 
opens. After the season has opened 
it indicates, from day to day, how 
many days are left in the season. 
This is of real service to the sports- 
man. 

The tackle department and the 
fly rod display are located at the 
front of the store. Tables with 
other types of fishing tackle are 
close by. The entire department 


enjoys a prominent place in the 
store where traffic is very heavy 
throughout the entire day. 
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“Lu TAKE A PACKAGE OF SUGAR SEEDS ” 
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“ QUALITY of 
. The ° 
_ Glue is determined by | 
1e 
: TEST..Not by PRICE HORIZONTAL SPRING PIVOT-HINGES 
1e ee 
: Se . ARE THE BEST 
ill Give ROGERS GLUE a trial—iT'S THE BEST BY TEST. TYPE 15 
d- Safeguard your customers on price without sacrificing 
a your percentage . . . it will pay you good dividends. — 

ROGERS protects you by refusing to sell chain stores — 

and mail order houses . . . AND WE HAVE NOT ‘ 
ne ADVANCED OUR PRICES! 
- Yes! ROGERS continues to sell for you with national ad- 
is- vertising in POPULAR MECHANICS, POPULAR SCIENCE = 
re and SCIENCE AND MECHANICS . . . magazines reach- bt (Toye ears 
ad ing well over a million and a half consumers monthly. Se 
* In addition, we offer free project booklets and project 
sheets to your customers at any time. Just advise us 
e of the quantity that you desire to have at hand, and 
ry we shall be glad to forward a supply. 
i PHONE YOUR JOBBER FOR SPECIAL DEAL 
a USE ROGERS LIQUID FISH GLUE 

"The Glue with the Grip o ae The Side Plates Are Reversible. Has Efficient Door 

os P f a Gorilla Alignment, Adjustable Tension and Hold Open Feature 
Je POPULAR at 90 Degrees. The Most Durable Spring Pivot of Its 
| ss goked 3 -3-a es 
ir- ~~ 
" ir Bommer Spring Hinge Co. 
i the beat LIQUID FISH GLUE 4px / | gpa 
. GLOUCESTE R. MA P S. > Chicago Sales Office: No. 180 N. Wacker Drive 
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YOU'D PICK UP A DIME IF YOU SAW IT IN THE STREET. 


7) UTH IN GT ON BUT WHY DO YOU getty ny OF DOLLARS THAT 


1 Uf 
4 SCREWS 











For Wood or Metal 


Since 1867 the name Southington has 





stood for dependable value in hardware. 


Southington Wood Screws, Drive Screws Men who have made selling their life’s work testify 
that they can sell much more merchandise when it’s 
: . 3 properly displayed. Heller Hardware fixtures do an 
demand because of their superior quality. unusual job of setting off merchandise, regardless 
of its quality. The impetus they give business more 
than pays for an installation. Thus you gain in extra 


and Sheet Metal Screws are in constant 


All standard sizes with various styles of 


heads in the most called for types. Send sales, extra profits. Even though your store is small, 
F : with Heller units you can have a forceful display of a 

whic strates de- - ; : 

for Catalog which illustrates and d great volume of merchandise. Today while money is 
scribes the entire line. on the move, is the ideal time to set up your store 


with new equipment. Now is the time before the 
summer rush is on—Now is the time while Heller's 


THE SOUTHINGTON prices are low. 


Send for free literature, floor plans and prices. Attach 


Bi A: oe 8 


~~ 





this ad to your letter-head and MAIL TODAY. 
HDWE. MFG.COM PANY | hf aime geet 
1867 SOUTHINGTON. CONN. i867 = “ one. pe ony 
-_ | ontpelier, O. ew Yor i 
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Couple Hose The “Factory Way” 


Garden hose being hard to get—home owners will have 
their old hose repaired. With a WYHACO HOSE 
COUPLING MACHINE you can quickly couple all 

size garden hose the 
Ps FACTORY WAY. 
Buy hose in reels 
and couple in desired 
lengths. We include 
FREE 42 ferrules (7 
sizes) to fit most size 
hose Cost only $8.50 
net. F.O.B. Phila., 
Pa. Guaranteed 5 


a 





years. Order now. 


by Ada ~ HARDWARE CO. 
1817 No. 54th Philadelphia, Pa. 














PRIEST'S CLIPPERS 
A Complete 


Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 
AMERICAN SHEARER MFQ. co. 


NASHUA 








TATE 


PICTURE 
—— 


nctess CORD 


E. H. TATE CO., Boston, Mass. 
Soles Offices also in: 
Chicage New York Los Angeles 








Gripper Clips 


Registered U. S. Pat. Office 
Patented Gripper 
Clips, flexible steel, 
nickel plated. Small 
size holds kitchen 
utensils, tools, golf 
clubs, canes, etc. 
Large size for 


tail 10¢ ¢a. Also 
Robertson original 
te Mag- 


e GIBSON GOOD TOOLS, INC. e 
Box 268 Orange, Mass., U.S.A. 














KEY BLANKS 


OF EVERY DESCRIPTION 





Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U. S. A. 












WOOD JOINERS 


THEY PULL—CLINCH—HOLD 


The ore fastener for makin: hi 
" * repairing 


furniture, frames, ete 


ORDER NOW FROM YOUR JOBBER 
SUPERIOR + CORPORATION 
5224 WN. Clark S$ Chicago, Ill. 





10c 
Cards 


25¢ 
Boxes 
or Bulk 
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Coming Conventions and Events 


Corrected Each Issue According to Latest Data 


Alabama Retail Hardware Assn., 
convention and exhibit, May 17-19, 
1942, at Admiral Semmes Hotel, Mo- 
bile, Ala. J. H. Crowe, 410 N. 21st St., 
Birmingham, is secretary. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the Southern Hardware Jobbers’ Asso- 
ciation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. Charles 


| F. Rockwell, 342 Madison Ave., New 


York City, is secretary of the Manu- 
facturers’ Association, and T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the jobbers’ association. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the National Wholesale Hardware As- 
sociation, Oct. 19-22, 1942, at the Pal- 
mer House, Chicago, Ill. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary-treasurer of the man- 
ufacturers’ group, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., is 
secretary-treasurer of the wholesalers’ 
group. 


National Hardware Week, April 
16-25, 1942. 


National Retail Hardware Con- 
gress, July 13-16, 1942, at the Hotel 
Sherman, Chicago, Ill. Rivers Peterson 
is managing director with headquarters 
at 333 N. Pennsylvania St., Indianapo- 


lis, Ind. 


National Wholesale Hardware 
Association meeting jointly with the 


American Hardware Manufacturers’ As- 
sociation, Oct. 19-22, 1942, at the 
Palmer House, Chicago, Ill. George A. 
Fernley, 505 Arch St., Philadelphia, 
Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers’ group. 


New York Housewares Show, July 
12-17, 1942, at the Auditorium, Atlantic 
City, N. J., sponsored by the New York 
Housewares Manufacturers’ Assn., Hotel 
Pennsylvania, New York. Mrs. Flo 
English, secretary. 


Southern Hardware Jobbers’ As- 
sociation, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. T. W. 
McAllister, 1020 Grant Bldg., Atlanta, 
Ga., is secretary of the jobbers’ asso- 
ciation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ association. 


Triple Mill Supply Convention, 
May 4-6, 1942, at the Hotel Traymore, 
Atlantic City, N. J., comprising the 
Southern Supply & Machinery Dis- 
tributors’ Assn., E. L. Pugh, 314 Vol- 
unteer Bldg., Atlanta, Ga., secretary; 
National Supply & Machinery Distrib- 
utors’ Assn., H. R. Rinehart, 505 Arch 
St., Philadelphia, Pa., secretary, and 
the American Supply & Machinery 
Manufacturers’ Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa., 


general manager. 





Early Displays Boost Electric Brooder Sales 


(Continued from page 50) 


the equipment and these were later 
printed and circulated among the 
farmers. 

“The class study showed elec- 
trical brooders to be much more 
economical than most people had 
thought. Then the boys in the 
class realized how safe, accurate 
and easy to operate they were. 
There is no doubt but what this 
activity has helped us sell more 
brooders.” 

As soon as a brooder is sold 
Swinehart’s sends the name and 
address of the purchaser to the 
local utility company. This card 
is filed so that if electrical power 
failures occur at any time the 
farmers with electrical brooders 


| can be notified. The utility com- 


pany also agrees to repair circuits 
so that power can be given first to 
those who have electrical brooder 
equipment. This is a service that 
means much to the farmer. 


Displaying brooders in this way 
aids in selling the equipment. 
All operating parts can be seen 
and easily explained to patrons. 
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or Safety . Economy - Good Service ar 
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THE CLEVELAND CHAIN & MFG. co. -— 




















cal | 
HALLMARK OF quaLity | For Defense and YOU! 


For over 50 years C & L Torches Hoppe’s No. 9 isn’t merely “a good business 


h : igor eae i r 

thelr bn Lrg og Rg proposition”—it’s an “essential defense mate- 
tors engaged in wartime production is | || ‘ial for cleaning guns and rifles. Sure! You 
therefore a natural one. make money when you sell it. But—you also 


benefit your Country — your Customer — and 
Yourself. Write for 
our “Gun Cleaning 
Guide” and get 
posted on the facts. 


FRANK A. HOPPE, Inc. 


2314-A North 8th Street 
Philadelphia, Pa. 


When your customer asks about "a 
good torch" you will naturally speci- 
fy C & L—just as leading arms con- 
tractors are doing. He will veopect 
your good judgment. 


CLAYTON & LAMBERT 
MFG. CO., Detroit, Mich. 
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IF YOU HANDLE GARDEN SUPPLIES 
DON’T MISS THIS EASY PROFIT. 


A steady demand exists from our advertising in leading maga- 
zines directing customers to buy Plantabbs at Hardware Stores. 
Largest selling PLANT FOOD TABLET on the market. Now is 
time to display them. Send order today to your Wholesaler. 


WHOLESALERS: 

Get our latest price list and 
for your 

liberal profits. Plantabbs 

are moving well now. 


RETAILERS: 


Your wholesaler gives extra 

“5% on $6.00 order; extra 
10% on $12.00 order. This 
shows you excellent profit. 


5 Ps S . & G. CO a 
seein COMPANY sairinore wanviann ». Tne aan oe 














value of an already h 
um blade, tempered entire quality screwdriver — holds, 
length; hand-ground bit; many starts and sets-up screws in 
models have transparent, un- unhandy places. Advertised 
breakable insulating handles in ‘Popular Mechanics'’ and 
plus the patented, exclusive ‘Popular Science’’ — ready 
Gripper that doubles the sales for you. 
Order Through Your Jobber 


UPSON BROS.,INC., 84 Exchange Street, - ROCHESTER, N. Y. 


Full-featured: chrome vanadi- 

















4 COLOR 
COUNTER 


; aa 





SLIDES UP BLADE 


WHEN NOT IN USE PATENTED 








We address and mail your sales promotion material to Hardware Jobbers and Hardware Retailers, 
whose names and addresses are right up to the minute in correctness. 

Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 

Also we save you considerable sums for postage and promotion material by eliminating dead names, 
incorrect addresses and duplications. 

Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 

hardware retailers—not a collection of unverified miscellaneous names. 


Write for details 
HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 100 East 42nd Street, New York, N. Y. 


< 
* CATALOGS - BROADSIDES - CIRCULARS - LETTERS 
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Classihied Opportumitien. Section... 





Use this section ta reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Chamibied Adwentining Ratea | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $4.00 
All capitals, maximum, 50 words.... 5.00 
Each additional word...... . -08 


Positions Wanted 
(Special Rate) set solid, maximum 
50 words 
Each additional word.. 
Allow Seven Words for Keyed Address or Y our Address 


BOXED DISPLAY RATES 


DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 5% off; 8 insertions, 10% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


-@e- 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 





Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 

















HARDWARE AGE is published 
every other Thursday. Classified 
forms close 1/5 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 











in ree eee $6.00 f 100 East 42nd St., New York City 
Each additional inch.......... 4.00 sme. 








POSITION WANTED WITH A WHOLE 
SALE HOUSE, as a clerk or salesman inside 


or outside | have 19 years’ experience in re 
tail hardware. also experience in office clerica! 
work Awe 48, married Address Box H-36, 
care of Harpware Acer, 100 E, 42nd Street, 


New York City 


TWENTY-FIVE YEARS’ EXPERIENCE | 
AS RETAIL salesman, buyer and manager of 
general and builders’ hardware, paints, mechanics’ 


tools and housefurnishings, fully qualifies in 
any position Know above lines fully and can 
sell same. Good appearance and conversationist. 


Not subject to war draft Available May first. 
Eastern states Address Box H-46, care of | 
Harpware Ace, 100 E. 42nd St., New York City 


|_Banaleese Opportunities] 








HARDWARE BUSINESS ESTABLISHED | 
OVER FIFTY-FIVE years, located in Long 
Island, handling paints, glass, electrical and | 
plumbing supplies also housewares. Would sell 
buildings or rent. Reasonable—retirine Address | 
Box H-44, care of HARDWARE AGE, 100 E. | 
42nd St.. N. Y. City. 








WILL SELL PROFITABLE HARDWARE 


BUSINESS located within one hour of Cleveland. | 


Owns its business site. Selling on account of 
age of owners. Price and terms to be arranged. 
Address—James A. Farrell, 1106 Williamson 
Bidg., Cleveland, Ohio 





PRINCIPAL RETIRING OFFERS FOR 
SALE long established wholesale and retail hard- 
ware business located New York City. Inven 
tory $40,000. High-rated charge accounts; low 
overhead. Show exceptional profits. A bargain 
to one with sufficient cash. No agents or brokers. 
Address Box H-41, care of Harpware Ace, 100 
S _ 42nd m.. Y. City. 

WANTED _SM AL L FACTORY EQUIPPED 
TO MANUFACTURE hand tools. Give full de- 
tails, location, equipment, etc. All replies treated 
confidentially. Address Box H-45, care of Harp- 
WARE Ace, 100 E _ 42nd =. i. W.: Cite: 








FOR S Al E. MODERN 
BUSINESS IN GROWING SMALL TOWN 
IN MICHIGAN. FULL AND COMPLETE 
STOCK IN ALL DEPARTMENTS. NO COM. 
PETITION. BOOKS OPEN FOR_ INSPEC- 
TION. OWNER SELLING ACCOUNT OF 
ILL HEALTH. BUSINESS CAN BE EX- 


| 
HARDWARE 


PANDED. NOW IS AND WILL CONTINUE | 


TO BE A MONEY MAKER. ADDRESS BOX 
H-43, CARE OF HARDWARE AGE, 100 E. 


| 42ND STREET. NEW YORK CITY. 


{Positions Wanted ||| Business Opportunities | [Sales Representatives Wanted | 











PAINT DISTRIBUTORS 


Well-known quality paint manufac- 
turer for over fifty years, located in 
Pittsburgh, Pennsylvania, desires dis- 
tributors in eastern, mid-western, and 
southern states. 


Address Box H-16, care of HARDWARE AGE 
100 E. 42nd St., N. Y. City 




















| Accounts Wanted | 








NEW LINES WANTED 


A large established building specialties jobber 
desires additional products to be distributed 
through hardware stores, lumber yards, etc. 
The territory to include an area within 150 
miles of Metropolitan, N. Y., to be serviced 
by its several warehouses. 
Address Box H-42, care of HARDWARE AGE 
100 E. 42nd Street, New York City 




















HARDWARE AGE 
Classified Opportunities Dept. 
100 East 42nd St., New York City 


Want a Good Position 


With so many trained men being called into the armed services of the 
Government, as well as to serve the various departmental activities in 
Washington, good men are needed to take their places in various branches 
of the hardware trade, wholesale, retail and with manufacturers. 
sult and use the Classified Section of HARDWARE AGE—it may put 


you in touch with an opportunity you would welcome. 


Con- 
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AGE 


— «Simplify Your Stock Taking with the 
Harpware Ace Wuirte Inventory SHEETs 


Actual size of sheets 934 by 12 inches over all; writing areo 

8!/. by I1'/ inches. Sheets printed on both sides of good Je 
white bond paper, with 28 entry lines on each side. PRICE $1 
for 200 sheets (400 pages) plus 25¢€ mailing charge. 









































You can make your annual inventory taking an 
easier, surer job by using the HARDWARE AGE 
WHITE INVENTORY SHEETS which 1,000 


leading retail hardware dealers helped us design. 


From the many suggestions received this sheet 
was designed to sell at a new low price — 200 
sheets for only $1, plus a 25¢ mailing charge. As 
these sheets are printed on both sides of good 
white bond paper, this means vou really get 
400 pages of inventory record sheets. Each side 
of the sheet has room for 28 items. Your $1.25 
investment provides inventory space for 11.200 
items. 


During the past vears, thousands of retail hard- 
ware dealers and wholesalers have used millions 
of HARDWARE AGE Inventorv Sheets because 
they found them simple. convenient and handy 


the best ever—thev are even more simple, mure 
convenient and easier to use. Our entire effort 
was directed toward making vour annual inven- 
tory taking an easier and surer undertaking. 


These WHITE INVENTORY SHEETS will 
fit the HARDWARE AGE Inventory Sheet Bind- 
ers which are used by thousands of dealers who 
reorder their Inventory Sheets from us vear in 
and vear out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, pleare 
have your money order or check accompany 
vour order. 


Make your inventory taking this vear easier 
and surer with these WHITE INVENTORY 
SHEETS. Use the coupon below to order vour 





to use. The WHITE INVENTORY SHEETS are supply today. 


nicseninihaanmniineenseen te Ee GUM iin aKcinnannanain sciiitiauseid esta 


HARDWARE AGE 3-19 
100 East 42nd Street, New York, N. Y. 
Gentlemen: 
Here is my $ . Please send me........... hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plus 25¢ mailing 


charge). Also send me Binders (50¢ each). Send these to me by return mail. 
NAME Bd ok ASX bal Saori hc ewok Seach eats ae RANG alate ie FIRM NAME 


ADDRESS PEPER CEC Om ey ey ee irra Seay ed as eee De ienis dam tend STATE 
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NEW 
ART TRIPOD 
COLLAPSIBLE 
DRYER 


A fast selling PROFIT 
MAKER for the Hard- 
ware Dealer 


Instantly set up; as 
quickly taken down; 
provides 24 feet of 
drying bars; requires 
extremely small stor- 
age space. 

Ask your jobber or 

write us for details 


ARTMOORE COMPANY 


Dept. HA 3 
Milwaukee Wisconsin 








and Harness 


saddles, bridles, martingal 


KEYSTON 





Write for dealer’ 


MANUFACTURERS of 


Western Riding Equipment 


Full flower stamped, hand- 

tooled western saddles and riding bridles for 
° cattlemen and Dude Ranches. Work harness 
and harness parts. Silver mountings for western 


es and men’s belts. 
s catalog 


BROS. 


WESTERN SADDLE MAKERS SINCE 1868 
755 MISSION STREET - SAN FRANCISCO, CALIF. 








“Yard Boy” 


An every day necessity for safe and 


sanitary disposal of trash from house 
or garden. Garbage, rags, paper, 
leaves, etc. quickly reduced to a fine 


ash. No mess, no sparks. Endorsed 
by thousands of users and Fire Pre- 
vention Bureaus. Lights at top, burns 
down. No extra fuel needed Made 


enameled 
Write 


of weather-proof porcelain 
iron. Liberal trade discounts. 
for circular. 


Retail Prices—F.0.B. New York 


No. 1—1'/a bushels—weight 70 tbs... ..$27.00 
No. 2—3 bushels—weight 100 Ibs..... 36.50 
No. 6—6  bushels—weight 150 Ibs. 58.00 


J. W. Fiske tron Works—E€stob. 1858 
78 Park Place—Dept. 5—New York 





incinerator 











Genui"° DOMES 2 SILENCE 


SLIDE SILENT 
40c SET-10c SET-10c SET 
& FLOORS - CREATE QUIET 
4 Name "Domes of Silence” 
TO A on each genuine Glide. 










- SOFTLY- SMOOTHLY 
SAVE FURNITURE 









Ask your Jobber if 


DOMES of SILENCE, Inc., 


Domes of Silence — 


Rubber Cushion Glides 


For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 









| American Fork & Hoe Co., 
| American 


| American 











Ondex Se 


fidwvenrtirevs 





Acme Steel Co. 

——s. Chain & Cable Co., 
oP 

American Chain Div. 

The 

Molded Prod. Co. 

Red Cross.. 

Shearer Mfg. Co. 

American Thermos Bottle Co., The 

Arcade Mfg. Co. . 

Armstrong Bray & Co. 

Armstrong Bros. Tool Co. 

Artmoore Company 

Arvey Corp. 

Atlas-Ansonia Co., 

Autoyre Co. 


American 


The 


129 
1-12 


26 
"9 
124 

18 
15 
108 
112 
128 
108 
13 
129 


Behr-Manning Corp. 30 
Bommer Spring Hinge Co. 123 
Boston Varnish Co. . 7 
Boston Woven Hose & Rubber Co. 17 
Boyle Div. A. S. (American 
Home Prod. Co.) 85 
Brooks & Sons, M. S. 122 
c 
Capewell Mfg. Co. 118 
| Carey Co., Philip .. 9 
| Champion Hardware Co., The 77 
Clark Mfg. Co., J. L. 110 
Clayton & Lambert Mfg. Co. 125 
Cleveland Chain & Mfg Co., The 125 
Cleveland Cooperative Stove Co. 83 
Columbian Rope Co. 81 
Congoleum-Nairn, Inc. 24 
Continental Motors Corp. 129 
Corning Glass Wks. 57-58 


D 
Daisy Mfg. Co. 
Deico Appliance Div. 
Dickson Weatherproof Nail Co. 
Domes of Silence, Inc. 
Drake Elec. Wks., Inc: 
a Pont de Nemours & Co., Inc., 
L & 


Eagle Mfg. Co. 
Embury Mfg. Co. 
Emeloid Co., Inc., The 
F 
Faultless Caster Corp. 
Federal Tool Corp. 
Fiske Iron Wks., Inc. 


| Flexible Steel Lacing Co. 


| Gen. 


| Graham Mfg. Co. . 


| Heller & Co., 


Franklin Glue Co. 


G 
Motors Corp. 
(Delco Appl. Div.) 
Gibson Good Tools, Inc. 


H 
Harris Hardware & Mfg. Co., 
oP. 


Heller Brothers AS gm 
Cc. 


Hoppe, Inc., * ead A. 


Hotel Bellevue-Stratford 


Jackson Mfg. Co. 
| Jennings Mfg. Co., 


1 
Indestro Mfg. Co. 
Irwin Auger Bit Co., The 


J 
The Russell 


K 
Keyston Bros. 


Klein & Sons, Mathias 


Lamson & Sessions Co. 
Landers, Frary os Clark 
Lawson Co., 

LePage's, Inc. .. 
Lockwood Hdwe. Mfg. Co. 
Lowe Bros. Co., The 
Lufkin Rule Co., The 


M 
McCormick Sales Co., The 
(Red Arrow) < 
McGill Metal Prod. Co. 
McKinney Mfg. Co. 


116 
122 
113 


79 


| 124 
: 124 


123 
125 
26 


it 
83 


128 
109 


120 
Ng 


| Russell, 





Macbeth-Evans Div. Corning 
Glass Wks. é 


Miami Cabinet Div. (The 
Philip Carey Co.) 
Miller, Inc., Robert E. 


Millers Falls Co. . 
Milwaukee Stamping Co. 
Myers & Bro. Co., The F. E. 


N 
National Brass Co. 
National Mfg. Co. 
National Screw & Mfg. Co. 
Newport Industries, Inc. 
Northwestern Steel & Wire Co. 


P 
Pacific Plastic & Mfg. Co., Inc. 


Paine Company, The 
Patent Novelty Co. 
Patterson-Sargent Co., The 
Pecora Paint Co., Inc. ... 
Phoenix Mfg. Co. . 
Pittsburgh Plate Glass Co. 
Pittsburgh Steel Co. 
Plantabbs Co. 

Premax Products 

Prime Mfg. Co. 

Puritan Gudaws Mills 


9 
Quinn Wire & Iron Wks. 


R 
Remington Arms Co., Inc. 
Richards-Wilcox Mfg. Co. 
Rogers isinglass & Glue Co 
Burdsall & Ward Bolt 
Nut Co. 


Samson Cordage Works 
Sandvik Saw & Tool Corp. 
Savage Arms Corp. 
Schalk Chemical Co. 
Schatz Mfg. Co., The 
Schleuter Mfg. Co. ... 
Scholihorn Co., The Wm. 
Sewerage Commission 
Shapleigh Hardware Co. 
Shelby Spring Hinge Co. 
Sherwin-Williams Co., The 
Simonds Saw & Steel Co. 
Simoniz Co., The ... 
Smith, Inc., Landon P. 
Southington Hdwe. Mfg. Compa 
Sparks-Withington Co. 
Speedway Mfg. Co. 
Stanley Works, The 
Starrett Co., The L. S. 
Stearns & Co., E. C. 
Stewart Iron Wks. 
Superior Fastener Corp. 


Tate Co., E. H. 

Taylor Instrument Companies 

Technical Glass Co., Inc. 

Thompson & Son Co., H. G. 

Tobacco By-Prod. Corp., Inc. 

Townsend, B. W. 

Trico Fuse Mfg. Co. 

Tucker Duck & Rubber Co. 

Turner, 
dle ‘Co 


U 
Union Hardware Co. 
Upson Bros., Inc. 


Utica Drop Forge & Tool Corp. 


v 
Vaughan & Bushnell Mfg. Co. 


Vaughan Novelty Mfg. Co., Inc. 


Victor Elec. Prod., Inc. 


Ww 
Warner Mfg. Co. 
Warren Tool Corp. 
Washburn Co., The ... 
Wood Shovel & Tool Co. 
Wooster Brush Co. 
Wynnefield Hdwe. Co. 


Y 
Yale & Towne Mfg. Co., The 


z 


Zouri Store Fronts 


HARDWARE 
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POPULAR-PRICED ASK YOUR SUPPLIER ABOUT : Die Santord Design 


BATHROOM AND KITCHEN FIXTURES 
in AUTOYRE HY-GRADE CHROMIUM 
BRIGHT CADMIUM, AND BAKED 
SPRAYED WHITE ENAMEL 


WRITE FOR LITERATURE THE AUTOYRE COMPANY, # OAKVILLE, CONN. “DESIGNED TO MAKE THE PASSER- BUY!" 






















































































































































28 a shu re 
104 a ge 
92 - 
5! * ume . 99 y 
DOUBLE BALL BEARING * : FISH & HOOK BRAND 
Manufactured from Finest 
Swedish Charcoal Steel. 
= Taper Ground 
129 — ae - 
21 Well Balanced a 
% | eres 
t 86% MORE | BALL BEARINGS | a wo 270 
Provide Exsien Swiveling ; 
br > Highly polished blade with 
82 eee etched trade mark. Carved pear woo 
Gnealer Resale Falue hed trade mark. Carved d 
iS eas. cae ae a handle with three nickel plated brass 
; | screws and medallion. 
i FAULISESS GAzee ee RPORATION SANDVIK SAW & TOOL CORPORATION 
EVANSVILLE, INDIANA 47 WARREN ST 11 No. JEFFERSON ST 
Branches in Principal Cities Canada Factory: Stratford, Ontario NEW YORK, N. y. CHICAGO, ILLINOIS . 
49 53 “= ceo z ens 
133 POPULAR PRICES—PROFITS 
& 
89 
| _ Reel Soli 
| This New Jumbo Clothes Line Reel 
| is a really profitable seller, because 
4 | of its many exclusive, customer-at- 
tracting features. Jumbo hangs 
19 | fro ) ae e » 
3 DE Al L ERS aot ak fae een 
7 chet. After the line i pled in, 
b 4 @ COLOR TELLS SIZE pr heete it ine, enuneaie tt 
16 @ EYE-APPEALING from weather and dirt. Can be car- 
% @® SALES GETTING ried into house for safekeeping. Has 
capacity for 100 ft. braided sash 
oo be attractive 7-color cord (cord not included) 
self-serving display box 
8-9 sells 5 fuses a a jan. 7 Ask Your Whole- 
76 For greater profits— saler About Our 
i sell COLORTOPS. Low Prices. 
131 Write for Catalog 
ny a4 NO METAL Ask Gentes Saw 
vod NO SHOCKS hebben tar Makers of Bluebird Indoor Clothes Line Reels 
a ome] aE) COLORTOPS. 
NO CUTS | 
a 305 Eighth Ave. 
124 Sea a eeaanee 
; a Ty COST ELECTRIC PLANTS] 
22 pane | 
i For Hogs & Poultry 
. 15 Increase profit: d sales b 
° p s an ale y 
29 Continental TINY TIM odie seanatinss tae Mew 
107 Supplies electricity for only Ic pr. hr. (IMPROVED) Daisy Waterers 
lan- ; ; ‘akiitins sacilhn das saa that are built to give lifetime = a0 
26 pret agen Fong thins dh: 5m arg” tees ap service .. . equipped with heater WATERER 
built-in hendle. Easy » poorer’ _ poor soon ng attachment for all winter use For pipe lines and high pres- 
6 ee chukall cca 2) Minsille: te. aamiel hectingaaiay al . operate through the use of a ae ote c eed i " 978 
125 a pouty i. — barrels, stock tanks or high garin aluminum finish. Bowl 
>... & : HUNDREDS OF pressure pipe lines. is 16 in. long, 7 in. wide, 5 
Continental Motors Corp. | SATISFIED CUSTOMERS PROVE | | BEST FOR 30 YEARS in. deep. Patented mud cups. 
MUSKEGON, MICHIGAN CONTINENTAL SUPERIORITY , : , : 
9 wag LP AED It will pay you to write today for full information on our 
a oe Caniieselak Radi Sout Sistas. Somes tor complete, fast-selling line. Order through your jobber, or, 
smooth, dey ble, eco ical power i j ; ~ 
% ees ray er ore if he cannot supply you, write us direct. 
many ovtstendin features. Learn aff | 
a about this amezing Frey Tim Write todey | QUINN ahi iaa & IRON WORKS 1635 12ST. BOONE. lA. 
91 
117 
73 
2 / 
; -AMERICAN CHAIN 
AMERICAN CHAIN & CABLE Welbdde, Inc., BRIDGEPORT, CONNECTICUT 
AMERICAN CHAIN DIVISION, YORK, PENNSYLVANIA e 
<< 
E AGE 
MARCH 19, 1942 








DIRECT MAIL ADDRESSING DEPT. 


130 








KEEP WITHIN YOUR GRASP 
THE POWER TO REGULATE THEM 


HARDWARE AGE 


Is designed to help you do this—tIt will address and mail your Catalogs, 
Booklets, Circulars, Letters, Broadsides, Post Cards, etc., with maximum 
effectiveness, due to all names and addresses being verified and cor- 
rected right up to the minute of addressing and mailing, to all or part 
of the following lists:— 


48] 
143 


9967 


5321 
17733 


10360 
1015 


Shelf Hardware Jobbers in the United States. 


Heavy Hardware Jobbers in the United States. 
(These are in addition to 392 Shelf Hardware Jobbers who 
handle heavy hardware.) 


Major Hardware Retailers whose sales exceed $30,000.00 
annually and who in the aggregate account for the greater 
part of the retail business of the hardware trade. 


Intermediate Hardware Retailers whose sales are between 
$20,000.00 and $30,000.00 annually. 


Minor Hardware Retailers whose sales are less than $20,000.00 
annually. 


Builders’ Supplies Dealers. 


Department Stores handling Hardware and Housefurnishings. 


Write for Prices and other Details. 


HARDWARE AGE 


DIRECT MAIL ADDRESSING DEPT. 


100 East 42nd Street - - New York, N. Y. 


HARDWARE AGE 





























TIMED LIKE A PULSE 
BEAT=TO INCREASE 
EFFECT OF SHOCK AND 
GREATLY CONSERVE 
BATTERY LIFE - = = = 


@ RED DEVIL ELECTRIC FENCERS have the exclusive advantage of com- 
bining safety, efficiency, and economy of operation. « The high speed 
“intermittent shock” is controlled by gravity action, which actually increases 
battery life by over 300% — the No. 333 and 334 are real juice misers, which 
means something today. Protects up to 15 miles of SINGLE WIRE Fence—another 
economy feature. All parts are hermetically sealed in glass. Rain, sleet, hail, 
fog, temperature, cannot interfere with perfect operation. No rotating parts, 


nothing to grease or oil, no radio interference. 





@®ED DEVIL 
7OR QUALITY 





The “see it wor action appeals to farmers, stockmen and other buyers for No. 334 De Luxe Model 
enclosure protection, pasture rotation, etc. You also will sell barbed wire, 
insulator posts, etc., as well as get repeat 6 volt battery sales. RED DEVIL 
ELECTRIC FENCERS are in great demand, and remember, all necessary 
connectors, screws, clamps, etc., are included with the purchase price. 


Write for complete details, or order from your jobber 


LANDON P. SMITH, INC. ¢ IRVINGTON, New Jersey, U.S. A. 
Red Devil Glass Cutters, Glaziers-Points, Point Drivers, Glass Pliers, Putty Knives, Wall Scrapers, 
Roller Stipplers, Wood Scrapers, Sand Paper Holders, Paint Conditioners, Floor Sanding Machines, 
Kitchen Devil Pot Cleaners, Grady Axe and Hammer Wedges. 





Handsome FIVE COLOR combination 
Counter-Window Display for both 
the No. 333 and 334 RED DEVIL 
ELECTRIC FENCERS are available. 
These action displays demonstrate 
the unique operation of the fencers. 
Wires and battery can be com- 
pletely hidden. 


All the features of the No. 333 plus 
self contained battery and switch 
compartment that can be padlocked 
to prevent tampering; also ammeter 
and testing button and lightning 
arrestor. Sold with complete equip- 
ment, except battery. 
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RINTING presses provide 
SHAPLEGHS with an efficient 
method of supplying you— 
through your SHAPLEIGH salesman— 
with important trade information. 


But even more to the point, 
SHAPLEGHS operates its own large 
printing department so that you 
can get details of the constantly 
changing merchandise picture 
more quickly than might other- 
wise be possible.... A trivial 
matter, perhaps, but even in 
small things — 


Service is important at SHAPLEIGHS 


= - & TT F ; vy 
Eyam etal Z 
WN FRIEND 


‘St. Louis 


* 


Shapleigh National Series No. 2373 





